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PLANT CAN PROFIT 
BY THIS KIND OF A 


QUARE-Duct INSTALLATION 
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Here is real flexibility in power distribution—through 
a network of SQUARE-Duct which extends over the 
length and width of a modern plant. Notice that the 
SQUARE-Duct is suspended at a uniform height and 
that circuits are dropped in rigid conduits. There are 
knockouts every three inches and in no instance is the 
distance from the duct to a motor more than twenty- 
five feet. Thus, motor-driven machinery can be located 
most advantageously and tapped into a power cir- 
cuit with a minimum of time and expense. 


The initial cost of SQUARE-Duct is practically the 
same as for conduit wiring. The installation cost is 
substantially lower. Its flexibility pays dividends in 
terms of worthwhile savings in both time and money. 

Don't underestimate the tremendous possibilities of 
SQUARE-Duct installations, especially during this 
period of industrial building and expansion. 


CALL IN A SQUARE D MAN 


TOP ILLUSTRATION. Rows of punch presses are 
lined up under the runs of SQUARE-Duct. Ma- 
chines are located to best advantage and new 
machines can be added with a minimum of time 
and expense. 


LOWER ILLUSTRATION. Circuit breaker power 
panel and remote control magnetic starters. Again, 
notice the SQUARE-Duct which runs the length 
and breadth of the plant. 


SQUARE 7) COMPANY 


DETROIT- MILWAUKEE-LOS ANGELES 


IN CRNRAOR: SQUARE OD COMPANY CANADA LIMITED. TORONTO, ONTARIO 
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and TRENDS 





APRIL 


To Get More Speed The times ahead—particu- 
larly the next six months—may well bring the most 
critical situations that men now engaged in electrical 
wholesaling will experience during their entire business 
life. Yet, while meeting the problems that will arise, 
they will also have more spectacular opportunities for 
demonstrating their worth, than have existed since 
World War days. 

Time is of the essence in almost every defense con- 
tract. Contracts involving hundreds of millions of 
dollars are placed “by negotiation” and often the ink 
of the President’s signature to an appropriations bill is 
not yet dry, when already the Army and Navy depart- 
ments are signing “negotiated” contracts that put those 
appropriations to work. 

Discarded are the old fashioned methods of publishing 
specifications, calling for bids awarding contracts to 
the lowest responsible bidder after weeks or months 
of delay. Economy has gone into eclipse. Speed is 
wanted at any cost—speed in planning—speed in 
tooling—speed in production—speed in building, mak- 
ing extensions, repairs, maintenance work. 

What does this call for speed mean to the electrical 
wholesaler ? 

The factories which produce the goods you sell are 
scattered all over the country, are located perhaps 
hundreds and often thousands of miles away from your 
Not a 
single one of your customers, whether contractor, com- 
mercial or industrial, whether a large or small buyer, 
‘ould attempt to carry in stock the hundreds of differ- 
‘nt items with which your stock rooms are filled. Not 


warehouse and the territory you are serving. 
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a single electrical manufacturer, even if willing to sell 
direct, could deliver a needed item or a whole assembly 
of materials to your customer when needed, on short 
notice, perhaps the same day, even instantly LIKE YOU 
CAN DO. 

Thus with speed the first requisite in all defense 
activities, the present emergency creates daily new and 
dramatic opportunities for every wholesaler to demon- 
strate his worth, because, after all, its speed you sell, 
speed in meeting an immediate need, speed in service, 
speed in delivery. 

In the final analysis speed is the wholesaler’s first 
and most valuable stock in trade, in fact speed is the 
foundation upon which a wholesaler must build his 
right to exist. 

The crop of electrical wholesalers of World War 
days recognized that a call for speed spelt opportunity. 
They prepared to serve to the utmost of their capacity, 
established new records for speedy and complete ship- 
ment. Through exceptional performance they won 
their spurs—recognition as an essential industry and 
a definite priority classification. 

The crop of men functioning in the electrical whole- 
saling business today will do no less, although condi- 
tions are more complex, the volume of business 
involved is infinitely larger, and the demand for speed 
is more pressing, than was the case 25 years ago. 

Jut, to come, through with flying colors, as they 
must, will require not only smoothly functioning ware- 
housing, service and delivery organizations but par- 
ticularly it will call for intelligent buying and planning 
for months ahead, because—ONLY ADEQUATE STOCKS 
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‘/O.p RELIABLE”’ 





at the Lighting Controls 






“6444” 


Tumbler Switch 


Complete Line 


Specification Grade 
“T”-rated for Type 
C Lamp Loads 


No. 6444 — Single-pole 
No. 6445 — Double- pole 
No. 6446 — Three-way 
No. 6447 — Four-way 
Shallow 1” porcelain base. 
Standard brown Bakelite or 
white Ivorylite handle. 

For IVORYLITE, add “I” to Cata- 
log numbers and specify ARROW 


Ivorylite Plates (in standard 
Uniline design ). 







































Rugged Dependability 
for more than a generation 


*OLD RELIABLE” — Number 6444 — holds 
Number 1 rank among Tumbler Switches 
with your Contractor-customers who know! 
Mechanically and electrically, so right from 
the start that no later switch has surpassed 

it for lasting service. As new as the newest | 
in smooth operation; newer than the newest | 
in long-term VALUE... No replacements 
are ahead of you when you put “Old 





Reliable” at the lighting controls. By its 








balanced action and rugged parts, it stays 
on your jobs; keeps them functioning 
smoothly. Its quality supports good | 
work; identifies good wiring. 
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ARROW ELECTRIC DIVISION 
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will permit giving the speed in service that is de- 
manded. 

lo obtain and maintain adequate stocks calls for 
the most complete cooperation between manufacturers 
and wholesalers. 

Manufacturers want to give you speed in shipments, 
want to keep you satisfied Now, because they know 
when all this is over they can depend only on your 
husiness to keep their plants open. 

fowever—those manufacturers are having difficulty 
right now—will have for some time—in getting certain 
raw and fabricated materials. They need to know as 
far ahead as possible your actual or estimated require- 
ments. To know what you will need, and when, will 
help them get what they need and when they need 

Last but not least, they must know also that what 
you order represents ACTUAL NEED, not speculative or 
pyramided buying. 

That’s why this is not the time to scatter shots, to 
spread orders all over the map or to pursue a catch- 
as-catch-can policy of buying. 

Instead every wholesaler should work more closely 
than ever before WITH THE MANUFACTURERS THAT 
HAVE BEEN HIS REGULAR SOURCE OF SUPPLY. 

That will be the surest way to obtain adequate stocks. 
It will be the surest way to demonstrate dramatically 
the usefulness of the wholesaler. 

It will be the one way for a wholesaler to GET more 
speed so as to GIVE more speed—to this business of 
National Defense. 


© 
Defense Marches On By the end of February 


1941 the total of defense contracts actually placed by 
the government passed the 12 Billion Dollars mark, 
while The Conference Board estimates that the over- 
all cost of our National Defense Program will reach 
32 Billion Dollars. 

That does not include the 7 Billion Dollars Aid-to- 
Britain program just approved by Congress. 

Incidentally—right now air-craft manufacturers have 
a backlog of orders valued at around 4 Billion Dollars. 

Those figures should help prove to the most skepti- 
cal that the present business boom is not just a flash 
in the pan, but will be sustained for a long time. 


© 
Random Records Current performance records 


ind reports that have crossed our desk in recent days 
eloquently support the premise that business every- 
where and in every line is gaining speed faster than 
ist of us realize. 
Total business volume for 1941 is sure to pass the 
evious record year, 1929, by a comfortable margin. 
\Vith the year only 3 months old retail sales are topping 
evious high records and according to The Confer- 
ce Board retail stores have One Million more em- 
yyees on their payrolls than they had in 1929. 
Nearly one million more automobiles were shipped 
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by factories in the 12 months ending February 28th as 
compared with the previous 12 months’ period, factory 
shipments averaging nearly 500,000 vehicles per month 
for January and February 1941. 

During the first 2 months of 1941, compared with 
the same two months of 1940, department and chain 
grocery store sales were 10 per cent greater while 
the Department of Commerce Index of sales in rural 
areas touched 150.8 for February, the highest point 
it has reached in some years. 

The index of Business Week has been hovering 
around the 144 mark now for some weeks and—last 
but by far not least—look at what our own index of 
Electrical Wholesaler’s sales is doing. 


© 
Building As an independent yardstick for measur- 


ing your own performance, the record on building per- 
mits issued by the U. S. Department of Labor will be 
found extremely useful. 

It shows that, for the first two months of 1941, per- 
mits issued topped the same two months of 1940 for 
residential buildings by 26.4 per cent, for non-resi- 
dential construction by 64.4 per cent, for additions, 
alterations and repairs 4.9 per cent, a total increase of 
33.7 per cent for all classes of building permits. 


© 
Watch (ut The next month or two will determine 


whether the United States is to continue merely as 
“The Arsenal of Democracy” or become an active 
participant in the conflict. 

In the latter case you can look for more stringent 
measures, more tight restrictions in every direction. 
Civilian or non-defense requirements will be pushed 
off the board and “All out for Defense” will become 
a reality. 

Certain consumer goods and luxury items probably 
will be taxed—heavily—to discourage their purchase, 
thereby, releasing men and materials for more needed 
purposes. The British pattern of restrictions and taxes, 
developed through experience, probably will be fol- 
lowed closely. 

The moral is— get your house in order Now, so that 
you will be ready for any eventualities. 


EDITOR 
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Distributors —- 


“GUTH PF C's Really ~ 
Help Sell Fluorescent!” 


Only GUTH Offers You the EXTRA SALES HELP of PFC’s! 








Read This Typical Letter from a Distributor: 


“We have a great deal of success with the 
GUTH PFC Plastic Diffuser in our terri- 
tory, especially with the local Gas and 
Electric Company. The head of the light- 
ing department is very favorable toward 
fluorescent lighting, but has frowned on 
the glare that so often accompanies poor 


have their complete support and expect a 
great deal of business on this item here. 


“The power company feels that PFC Plastic 
Diffusers are very adaptable to all types of 
installations that have too much glare. These 
installations reflect adversely on the future 


fluorescent installations. installations of fluorescent units so, by re- 
ducing the glare of installations already in, 


they are creating sales for new installations.” 


“As a result, their salesmen are now carry- 
ing GUTH PFC’s with them as THE AN- 


SWER TO A MAIDEN’S PRAYER! We (Name on request) 





GUTH UTILITY FLU-O-FLECTORS 
for 2 40-watt, 3 40-watt, 4 40-watt, or 
2 100-watt lamps stand up under hardest 
use—are easy to maintain. 


GUTH GLOW —constructed with x ~ 
gated flutings to harmonize with th 
characteristic design of Pesccscont 
Lamps. Smartly attractive. 


GUTH TRU-CO-LITE Direct-Indirect 
Luminaire for stores and offices. Fine 
styling—more — output—individual 
reflectors for each lamp. 


y ’ 
ee _ 


GUTH EXCELUX—Full-screen lamp 
diffusion with either glass or plastic 
shield. Ingenious hinged arrangement 
releases shield for access to lamps, etc. 





GUTH SURFACE TROFFERS for trim, 
modern appearance and excellent light 
distribution. Light cut-off with egg- 
crates arrangement. 


GUTH STRIPS for factory offices. Com- 

lete low cost lighting. Carried in stock 
or all lamp sizes. Easy to handle—easy 
to install. 





GUTH SHOW WINDOW FLU-O- 
FLECTORS provide dynamic sales light- 
ing with needed “‘punch.” “‘Turn- 
around” reflectors for deep or narrow 
windows. 


GUTH GLASS BOTTOM TROFFERS 
of engineered design permit ceilin 

mounting without severe “light an 

dark” areas on ceiling. Provides a cheer- 
ful light. 


GUTH’S NEW PFC Plastic Diffuser 
combines efficiency with rare beauty. 
These PFC’s shield unpleasant surface 
brightness without materially reducing 
lighting effectiveness. 


THE EDWIN F. GUTH COMPANY 


2615 Washington Ave. « St. Louls, Mo. 


/ 





AL ZAK, the Kid with 


the Extra Punch, Says: 


Write today for GUTH Cata- 
log No. 38—just off the press. 
It’s full of money-making sales 
suggestions. 


Sell GUTH Fluorescent Fix- 
tures with Diffuse ALZAK Alu- 
minum Reflectors for better 
satished customers. Durable, 
easy to clean, more efficient. 





ALZAK 


Leaders in Lighting 


REFLECTORS Since 1902 


See y 
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By "The Man with the Panama Hat’ 


SIT TIGHT § Don't be too alarmed over the current 
reports about cutting off completely the supply of raw 
materials needed for certain consumer goods. 

Right now we are like a ship in a typhoon, every- 
body and everything twisted in every possible direction. 

Officials know that complete shut-downs of certain 
non-defense industries would create serious disruptions, 
dislocations, actual unemployment in many industries. 

When we get our bearings, civilian demands will 
definitely have a place in allocations of supplies. 

How much there will be available, of course, will 
depend on the way the war is going. 


PRICES Only recently Thurman Arnold, Assistant 
Attorney General of the United States, recommended 
repeal of the Miller-Tydings Act which permits certain 
types of price fixing. 

Such repeal now would be just a gesture to keep 
private business from playing the game that Govern- 
ment is getting ready to play in a big way. 

Just wait until the boys down here get into action! 
You will see price fixing, price “ceilings”, price “floors”, 
on just about everything. Even labor, with all its 
votes, influence, unions, is likely to get its price fixed, 
and “strike” will be just a word in the dictionary—at 


least for “‘duration”’. 


NO KIDDIN' Maybe there are still millions of people 
out in the wide open spaces who think that we are just 
plugging along helping Britain all we can, but here in 
Washington there are few such optimists. 

Fact of the matter is, that when the lend-lease bill 
was passed this country practically became part and 
parcel of the conflagration, excepting for official recog- 
nition of our state, and nothing short of a super 
magician can make it look otherwise. 

The business man who adjusts his actions and plan- 
ning NOW to that philosophy will fare far better, when 
the real truth is accepted by the whole country. 


BIG STICK Right now 


whole, faces its most crucial test—that of carrying 


American industry, as a 


through the most stupendous armament production pro- 
If private industry 


gram the world has ever seen. 
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under civilian management makes satisfactory progress 
and at least comes near to satisfying urgent demands 
of the Army and Navy, that accomplishment may prove 
to be the turning point in our course. If the results 
should be otherwise, or could easily be made to seem 
insufficient—there are many reformers now staying 1n 
the background of official Washington who are eager to 
kick the present set-up out of the window, and have 
political appointees handle the program. They would 
see that the big stick is applied—the stick the President 
already has power to wield—to take over private 
industry. 


PRIORITIES It's difficult to write on Washington 
happenings these days without mentioning priorities 
so, just to keep the records clear: The “pattern” out- 
lined in our March letter still seems to prevail. 

The list of “critical’’ materials, used by the Army and 
Navy contains nearly 300 categories and probably will 
grow. Everybody who is in position to know predicts 
that priorities will be applied more widely, as the need 
arises, because there is grim determination to let noth- 
ing—N-O-T-H-I-N-G interfere with the  speediest 
possible progress of the Defense Program. 

Any intermediate seller of manufactured products 
would do well to start right now keeping records of how 
and where the goods are used. It will be easier to 
replace stocks of materials that are essential in defense 
work, either involving initial construction or mainte- 
nance. 


KNUDSEN APPEALS The following exerpts from 
recent statement released by OPM Director General 
William S. Knudsen deserve widest possible repetition : 

“That every available plant may now be brought 
into the program swiftly and systematically, I should 
like to make this suggestion to every factory owner 
who believes he is equipped to handle a defense con 
tract or subcontract: Write or go to the regional 
office of the Defense Contract Service at the Federal 
Reserve Bank or branch bank which serves the region 
in which you live. 

“Spreading the defense job into every available plant 
is the best possible way to speed up urgently needed 
deliveries now, and to increase total production. 
















































G-E WIRING DEVICES PROVIDE 
DISTRIBUTOR SALESMEN WITH 
THESE FOUR ADVANTAGES: 


] COMPLETE LINE— There are G-E wiring devices for 

e every sort of wiring job whether it is in a cottage, 
factory, office building, store or some other sort of 
building. The line includes many different kinds of 
lampholders, convenience outlets, sockets, switches, 
combination devices, plates, fuses, small circuit break- 
ers, cable terminals, etc. 


2 HIGH QUALITY—The finest of raw materials are 

e used in making G-E wiring devices. Rigid specifi- 
cations are followed during manufacture. Tests are 
made constantly. 


3 NEW PRODUCTS—G-E engineers are constantly 

e developing new wiring devices to meet changing needs 
and are improving present devices. For instance, the 
silent Sphinx Mercury Switch, fluorescent lampholders 
and starters, new polarity outlets, etc., were introduced. 
Standard switches have been completely insulated 
with Textolite, etc. 


G-E MONOGRAM — Distributor salesmen’s customers 
4, know that wiring devices carrying the G-E monogram 
are high quality, dependable products. 


With advantages like these, distributor salesmen 
naturally benefit by selling G-E wiring devices. They 
have whatever devices their customers want — all de- 
pendable and of high quality. Wiring Materials 
Section, General Electric Company, Appliance and 
Merchandise Department, Bridgeport, Conn. 


















° 

















GENERAL @ ELECTRIC 





12 


WHOLESALER’S SALESMAN — April 1941 














Wholesalers § 


Rural Extensions Aided 
By Mobile Stand-by Plants 


REA 


introduces mobile-generators 


to provide emer- 


gency power supplies. Allotments for fiscal year reach 


$95 million, bringing total to $364 million since 1935. 


URAL Electrification Administra- 

tion makes important news this 
month with its adoption of portable- 
generators to assure power supplies to 
REA cooperatives in case of break- 
downs of regular sources, also to pro- 
vide temporary power as needed for 
National Defense and emergencies. 
This program is being operated 
through Power Reserve Cooperatives 
which purchase and maintain fully 
mobile generating plants on a “fire 
engine” basis, garaging them in cen- 
tral locations. Reserve cooperatives 
already functioning or about to start, 
are located in Georgia, the Carolinas, 
Illinois, Iowa, Texas, Virginia, Ore- 
gon, New Mexico, North Dakota, 
Colorado, Kansas and Ohio. 

A Power Reserve Cooperative con- 
sists of all REA distribution coopera- 
tives within that area, with each mem- 
ber-cooperative paying annual dues 
for upkeep and amortization of the 
mobile power plants. Dues are based 
on the miles of line in operation. 
When one of these power-plants-6h- 
wheels is rented to non-REA agencies 
for National Defense work or otlter 
purposes, the income goes to the 
owning cooperative. Tentatively, the 
rental rate has been set at $350 a 
month. Costs for transportation, op- 
eration and maintenance are carried 
by the renter, of course. 

Besides serving their primary func- 
tion in assuring energy for REA lines, 
it is the opinion of REA authorities 
that the mobile generators will be use- 
ful in supplying power while training 


camps and industrial plants are being 
constructed, and for emergencies 
caused by fire, flood, sabotage occur- 
ing in either rural or urban regions. 

Developed with the help of REA 
engineers, fhe equipment is mounted 
on a trailer, is designed so that it can 
be connected to a power line within 
an hour. The trailer mounts two 50- 
kilowatt, Diesel powered generator 
sets, switching equipment, transform- 
ers, also fuel and water for 24 hours’ 
operation. Cost of the outfit is $15,- 
000, plus another $3,000 for service 
equipment, storage and _ transporta- 
tion facilities. 

This. activity marks another for- 
ward step in REA which was origi- 
nally { ned in 1935 to supply elec- 
tricity togfarms not served by private 
companies. Since its founding, REA 
has loaned $364,299,621 with $94,917,- 
500 being alloted during the current 
fiscal year. Thousands of miles of 
REA lines have been constructed, 
thereby opening up new markets to 
wholesalers, contractors and dealers 
for the sale of line materials, wiring 
materials, lighting and appliances. 
Furthermore, with cheap electricity 
now available in rural areas, many 
industries are locating in such com- 
munities with the result that whole- 
salers have an opportunity to sell in- 
dustrial and commercial lighting, 
motors, controls, safety devices, inter- 
communicating equipment, mainten- 
ance supplies, as well as original wir- 
ing materials to these new industrial 
customers. 
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The new 
air conditioned Longfellow Building, 


REA HEADQUARTERS. 


Washington, will house the nearly 
1000 employees and all activities of 
the Rural Electrification Administra- 
tion. When REA was organized in 
1935 it was located in the old Blaine 
mansion. Activities expanded until 
REA was occupying space in nine 
different locations, thereby making 
operations highly difficult, so the new 
quarters were greatly needed. 





Wisconsin Builders 
Hear About A-W 


FOND DU LAC—When Art Schanu- 
el, field representative of the Na- 
tional Adequate Wiring Bureau, and 
Les Falk, of the Wisconsin Power & 
Light Co. got on the program of the 
Fifth Annual Convention of the Wis- 
consin Contractors, Inc., they had an 
opportunity to accelerate the Adequate 
Wiring program in that state. When 
home builders know about the advan- 
tages of better wiring, much of the 
sales job is done, and it would be well 
for other local Adequate Wiring com- 
mittees to be represented at similar 
conventions in their territories. 
Schanuel discussed the entire sub- 
ject and told the builders that incor- 
poration of adequate wiring is one 
of their major responsibilities. Part 
of his talk was a discussion of the 
certification plan—what it is, how it 
works, where it’s in operation now. 
Mayor Leo J. Promen presented to 
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DON’T BE 
PUZZLED! 


HERE ARE SIMPLE FACTS 


ABOUT WIRE DESIGNATIONS 


IN THE NEW N.E. CODE 


Far greater flexibility and increased safety of 
electrical installations in conformity with modern elec- 
trical service standards are now possible because of the 
recognition and approval of new grades of building wire 
by the National Electrical Code in its 1940 Edition. 


Select the grades you need from this list: 


© HAZACODE Type R—(Rubber-insulated. Limited 
to 50° C. operation) meets all requirements for “‘code" 
wire installations. 


© HAZARD WATERTITE Type RW — (Rubber-insu- 
lated, Water-resistant. Limited to 50° C. operation) 
Approved for use in wet locations where it formerly was 
necessary to use lead covered wire. 


You can often make Large Savings with this Wire 


© HAZARD PERFORMANCE Type RP—(Rubber-in- 
sulated Performance grade — similar to former 
30% grade. Permitted for operation at 60° C.) 
The higher operating temperature permits heavier cur- 
rent loadings or allows use of a smaller size conductor 
for a given loading. 


This Wire will Save Copper on many jobs 


© HAZARD PERFORMITE Type RH — (Rubber-insu- 
lated, Heat-resistant. A new grade permitted for 
75° C. operation) Has been used on a large scale 
under Federal Government Specs. J-C-106 and J-C-121. 
Permitted for general use — Higher operating tempera- 
ture permits greater current loading or makes possible 
use of smaller conductors for same loading. Superior 
qualities make it advisable to select this wire for a wide 
range of normal uses and for hot locations, boiler rooms, 
steam tunnels, etc. 
Performite should be used on all jobs of a 
Permanent Nature 


@) HAZARD PERFORMITE Type RHT— (Rubber-in- 
sulated, Heat-resistant, Thin Wall) Also approved for 
75° C. operating temperature in sizes 14-8 inclusive. 
Type RHT has a smaller diameter than code wires. Ap- 
proved for new wiring or rewiring. 


See Code Tables for Copper Saving Possibilities 
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© HAZAKROME TYPE SN (SN— Synthetic Insula- 
tion — a new grade. Approved for rewiring in exist- 
ing raceways only) Hazakrome is non-inflammable, 
has long life, is heat, moisture, chemical and oil resistant. 
Is much smaller in diameter than comparable code 
grades. Solves many problems concerned with modern- 
izing electrical facilities inexpensively. 
Hazakrome can open a huge Rewiring market 
for you 


The Hazard line of building wires manufactured in ac- 
cordance with the new code standards makes it possible 
for architect or contractor to “Specify Hazard" in any of 
these grades in full assurance of obtaining wires that 
satisfy the particular installation requirements for which 
they are designed and apprdéved. 


For complete information regarding the right Hazard 
wire for any installation write to 


HAZARD INSULATED WIRE WORKS 
Division of the Okonite Co. 


Wilkes-Barre, Pa. 
Offices in principal cities 


SPECIFY ‘it 
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three Fond Du Lac home owners the 
first certificates to be awarded by the 
local bureau. 

Les Falk presented his interesting 
yisual demonstration of the home 
owner's greatly increased use of elec- 
tricity and the waste, as well as the 
inconvenience of inadequate wiring. 


Photographic Lighting 


BLOOMFIELD, N. J.—Focusing at- 
tention on photographic _ lighting, 
Westinghouse Electric and Mfg. Co. 
staged a conference here on that sub- 
ject March 10-14. 

' Sessions on March 10 were for 
dealers, covered such subjects as in- 
candescent sources for photography, 
photographic characteristics of fluo- 
rescents, photoflash lamps, enlarger 
lights, ete. 

At the professional session talks 
were given on color photography, 
lighting for portraiture, flash photog- 
raphy, etc. The engineering session 
covered among other subjects high 
speed X-Ray and pictorial photog- 
raphy. 


Hall of Science 


NEW YORK—The A. C 
Company, manufacturers of appliances 
ind electrical toys, has leased a seven 
story office building at 202 Fifth Ave. 

which will be located its New York 
iffices and the Gilbert Hall of Science. 

The Hall of Science will be on the 
ground floor and will be open to the 
public. On upper floors will be offices 


showrooms, with a floor 


ypliances, and anothe 


, 
electrical al 


\merican Flyer trains. 





AT CELEBRATION marking the 
opening of General Electric’s new mil- 
lion dollar fluorescent plant at Jack- 
son, Miss., the photographer snapped 
Charles E. Wilson, G.E. president; 
Governor Paul B. Johnson and Betty 
Sasser, Belhaven College senior and 
“Fluorescent Queen of the South.” 


Hotpoint’s Rose, Turnbull, Sharp, Schafer, Byler, Smith, Grove 


No. 1,000,000 


CHICAGO — On March 24, the 
Edison General Electric Appliance 
Co. produced its one millionth range. 
The occasion, arriving 31 years after 
the development of the first successful 
electric range by George A. Hughes, 
now Hotpoint chairman, was marked 
by a commemorative ceremony at the 
company’s Chicago plant. The 24 
karat gold-trimmed range rolled off 
the assembly line before a large crowd 
of company officials, employees, and 
friends. The 
made at this time that the range was 
to be placed in Henry Ford’s Green 
field (Mich. ) museum, beside the 
original Hughes range. A luncheon 
and merchandising preview followed, 
at which G. H. Smith, general mer- 


announcement Was 


chandising manager, announced new 
large and very comprehensive sales 
plans, beginning with 12 nation-wide 
distributor meetings, to tie in with the 
preduction of No. 1,000,000. 


Telechron Distributors 


Further broadening its sales cover- 
age, Warren Telechron Co. has added 
three new wholesalers including Elec- 
tric Fixture & Supply Co., Omaha; 
lowa. Electric Supply Co., Fort 
Dodge; and Cook Electric Supply Co., 
Oklahoma City. 


Another New Building 


Latest step in the Independent Pneu- 
matic Tool Co.’s building program is 
the new structure in Philadelphia at 
the corner of 17th and Fairmont Aves. 
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which will become headquarters for 
the branch of the company there. They 
expect to be installed in the new 
quarters by the end of March. Recently 
the company erected a new $500,000 
plant in Los Angeles. 


Major McAteer Now! 


FORT WORTH—R. H. MeAtec 

service supervisor of the Graybat 
branch here was a captain in the Re 
serve Corps. Now, drafted for a year's 
Army service, he has been promoted 
to the rank of major, and is attending 
the Army Industrial School at Wash 
ington, D. C. His job at Fort Worth 


1 


1s heing held open for him. 





4LL SERVICE MEN except one but 
all these fellows are with Graybar, 
Chicago. Front row (1 to r) are E. F. 
Pinkall, G. A. 
L. F. Wright. Back row: J. Nelson, 


Young, Gus Gordon, 


D. J. Hannenberg, D. E. Martin, 
O. Jochman. “Outsider” is Wright 
who heads up stock maintenance. 
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HOW TO SELL 


BETTER LIGHT FOR BETTER BUSINESS 








No. 2026. Uses two 100 
watt lamps. Highest in- 
tensity Fluorescent fixture 
yet designed for industry. 


No. 2017. A superb Com- 
mercial unit, using two 40 
watt lamps. Handsome; 
efficient; a ‘Best Seller.” 


(7 FLUORESCENT- Gecofy MITCHELL ..! 


MITCHELL Fluorescent Lighting is easier to sell. It's 
Better Lighting, and you can prove it. MITCHELL gives 
you something to talk about, something superior to sell. 





THERE’S A MITCHELL FIXTURE 
FOR EVERY PURPOSE 


For instance, MITCHELL Fixtures carry the exclusive 
Triple-Label (* Fleur-o-lier Certification * Underwriters’ 
Approval * MITCHELL’S own Guarantee)—a powerful 
Three-Way Guarantee that SELLS your customers. 





MITCHELL Fixtures are styled-right, engineered-right, 
built-right—and you can prove it by actual comparison— 
right before your customers’ eyes. 


MITCHELL builds ene 


a complete line for 
every Industrial 


And MITCHELL is priced right—priced for wide selling 
appeal—yet with the kind of profit margins you've a 
right to expect. 


So, if you're out to sell Better Light for Better Business— 
do it the right way—Specify MITCHELL—and SELL! 


and Commercial 
Lighting need. 


MITCHELL Fixtures are Fleur-o-lier Certified, 
meeting more than 50 rigid Specifications 
covering mechanical, electrical safety, and 
lighting requirements. They’re Underwriters’ 


' 





A . kee « 
MITCHELL Fluorescent Fixtures are sold only through a 


Franchised MITCHELL Lighting Division Distributors. 





MITCHELL MANUFACTURING CO. 


2525 N. CLYBOYRN AVE., CHICAGO, ILL. . 


"A Great Name in lighting” 


16 WHOLESALER’S SALESMAN — April 1941 














“CHEETA DDaAEAtAEY 
































Mn. ll 


CERTIFICA 
COMPLIANCE 








nen Soot Hectee! ond Sete Com 
on ehom of the American Lighting 
Reqvipmest Association inc 


ELECTRICAL TESTING LABORATORIES 
few End Ave ot 79> Street 





AMERICAN LIGHTING 
EQUIPMENT ASSOCIATION INC 
CERTIFIED LIGHTING FIXTURE 
fer SETTER LIGHT SETTER SIGHT 

SETTER HOME DEC URATION 
bn @94-1 0” to ome Core cat on by Mectrical Testing 
Lebereterios + Americas Lighting 
Associotion te g ves anwonce of good denge 
Fer wes lighting ests be we fo vee stonderd 

meordenert ‘omps © watloges ses qreted 


THIS TAG is attached to all certified residential fixtures. Printed in blue 
and orange, the front view is shown at the left, the reverse side at the 
right. Two sizes are being used, 2 in. x 3\%4 in. for smaller fixtures— 
2, in. x 4\% in. for others. Details on the ALEA Program will be found 


in the accompanying news story. 





| Certified Fixtures 
_ Now Ready for Market 


§ 


¥ 


nea 











ALEA Specification-Certification program covering residential 


lighting fixtures goes into operation. Member-manufacturers 


expect 400,000 approved luminaires will be sold this year 


| em to help wholesalers and con- 
tractors in selling better lighting to 
the booming residential construction 
market, fixtures that meet the stand- 
ards of the American Lighting Equip- 
ment Association are now available 
from member-manufacturers. Thus, 
after nearly a year of careful plan- 
ning and readying details, the residen- 
tial fixture industry launches its 
campaign for better lighting in homes, 
is on its way towards re-instating 
central overhead lighting to America’s 
living rooms, also for improving the 
illumination of dining and bed rooms. 

Of prime interest to wholesalers 
and their salesmen is the fact that fix- 
tures carrying the ALEA certification 
tag are designed to meet current 
trends and are packaged to facilitate 
selling and handling. 

That was the consensus of opinion 
of a press preview held at Electrical 
Testing Laboratories on March 25th. 
Present were representatives of archi- 
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tectural, general and women’s maga- 
zines, as well as WHOLESALER’S SALES- 
MAN. There was general agreement 
that the new units should not only 
boom sales to the general public, but 
attract the active interest of critical 
interior decorators and architects. 

The fixtures, in addition to being 
attractive, meet the illumination stand- 
ards of the Illuminating Engineering 
Society. Prices? Joseph Markel, 
member-manufacturer and _ president 
of ALEA, emphasized that these cer- 
tified fixtures are priced for the aver- 
age home or apartment, with the bulk 
of those currently approved retailing 
for $20.00 and under. 

Wholesalers and retailers will be 
immediately aided in their selling by 
various methods of publicity, now 
being planned, also by an ALEA ex- 
hibit of certified fixtures at the recent 
E.E.I. meeting in Chicago where 
utility merchandising men saw that 
the fixture industry is set to go places. 


MAN 


General design practises for ALEA 
members have been formulated by the 
Advisory Board of Design which is 
headed by William A. Kimbel, noted 
interior decorator and president of 
the American Institute of Decorators. 
Manufacturers send sample fixtures to 
the Electrical Testing Laboratories 
for testing and inspection and those 
meeting the series of tests, as well 
as design requirements, receive the 
certification tag. (See adjoining illus- 
tration). 

Some 25 manufacturers now belong 
to ALEA and are currently submit- 
ing units to the Electrical Testing 
Laboratories. With the specification- 
certification program fully under way, 
and by doing a sales job in coopera- 
tion with their manufacturers, whole- 
salers now have a better opportunity 
than ever before to boost residential 
lighting sales through contractors, 
dealers and utilities. 


Mexican Sideline 


The Crouch Electric Supply Co., 
Fort Worth, Texas, has a profitable, 
if unusual, sideline resulting from a 
trip Mr. H. F. Lane, manager, and 
his wife took to Mexico three years 
ago. They brought back the agency 
for a line of Mexican pottery vases 
suitable for conversion into electric 
lamps. 

The vases are hand made, customers 
can order the size and style they pre- 
fer, but have to take pot luck on colors 
and designs because no two are alike. 


Universal Previews 


Executives of Landers, Frary & 
Clark have hit the sales trail in a 
series of local area distributor meet- 
ings and dealer conventions on their 
new major appliance lines for 1941. 
Nine new “Precision Cooking” models 
of Universal electric ranges are pre- 
sented by H. M. Parsons. W. L. Far- 
quarson high-lights the ‘““Wash-White” 
washer and ironer line, and W. J. 
Cashman outlines the sales promotion 
and advertising program for the 
various appliances. 


New Warehouse 


MONTREAL — Expanding volume 
made it necessary for Franke, Levas- 
seur & Co., Ltd., electrical whole- 
salers of this city to obtain larger 
quarters, so demolition of the present 
building has started, and a $300,000 
four-story warehouse will be erected 
on the site. New building, fronting 
on Craig St., will have dimensions of 
160 ft. by 160 ft. 
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Don’t let your customers take chances these days 
with hazardous locations! One ordinary switch, 
or receptacle, or lighting fixture, in the wrong 
place, can cause untold property damage and loss 
of life, and might even shut down an important 


defense operation. 


Your customers can be swre that they are taking 
every precaution possible, by standardizing on 
Appleton Explosion-proof Fittings. Every fitting 
in the vast Appleton Explosion-proof line is made 
in accordance with Underwriters’ Laboratories 
standards, and offers a wide margin of protection. 


Dust-tight, as well as explosion-proof. 


Skillful design and workmanlike manufacture 
in Appleton’s own plants give Appleton 
Explosion-proof Fittings smooth, well-balanced 
bodies that are compact, yet easy to install and 


roomy to wire. Heavily cadmium coated. 


There is an Appleton Explosion-proof 
Fitting for every possible need, described, 
diagrammed and pictured on the more than 
100 pages of Section 12 of Appleton Catalog 
No. 11. We believe our line to be complete 
and satisfactory for all types of electrical 
installations in hazardous areas requiring 
explosion-proof or dust-tight protection. 
Be sure, by specifying “Appleton” on every 


order for explosion-proof goods! 


A P P 


APPLETON EXPLOSIC 


Type “ FSQX"t 
sion-proof inter! 
Type Safety $ 
and Type “FP" 


Type “FLP” Explosion-proof Type “EVA” Expl 
Panel Board (six-circuit) sion- proof Lighti 


Fixture (pendent 


Type “ARTC”’ Explo- 
sion - proof Circuit- 
breaking Switch 
(cover removed) 


AP 


The name “Appleton:” 
the registered trade- 
mark,“Unilets;” or the 
famous circle-A Apple- 
ton trade-mark shown 
above, appears onevery 
Appleton fitting. We 
manufacture no private 
brand goods! 


LETON 
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WHOLESALERS 








Business Index 
For The Month Of February 1941 


] 


SA > - : . . . es ’ ’ 1 » 
> Reports received in time for tabulation fro 
351 electrical wholesalers throughout the United States 


showed that sales during February 1941 iners 


7 
18.7 per cent over the previous month, and were 53.5 
per cent greater than in February of last year 

Thus, for the second consecutive month sales 
creases have surpassed any monthly rise on a year 
year basis recorded since tabulation of these figur 
began in 1937. 

That defense activities have begun to filter 
to all parts of the country is indicated by the fact 
that only two regions did not show sales increases 
over January 1941, and all regions scored substantially) 
higher sales than in the same month of 1940, w: 
several sections reporting sales around 90 per cen: 
ahead of last vear. 


INVENTORIES Figured at cost, the stocks of 305 firn $ 
at the end of February were 5.4 per cent greater than 
at the end of January and 24.3 above February of last 
year. 

These figures justify the conclusion that manufac- 
turers are currently making shipments with reasonable 
promptness, as otherwise the spectacular increases in 
sales reported for February would have resulted in 
substantial depletion of stocks by the end of the month 


COLLECTIONS With 309 electrical wholesalers report- 
ing, accounts receivable on February Ist 1941 were 
only 5 per cent less than at the turn of the year, but 
were 36 per cent greater than on February Ist of last 
year. 

Accounts receivable of those 309 firms were $33,- 
288,000 as of February Ist 1941. The February col- 
lections, when divided by that figure, produce a collec- 
tion percentage of 71 for February 1941 as compared 
with 69 for January 1941. Accounts on the average 
were 42 days outstanding in February as against 43 
days in January 1941. 


SOURCE These monthly reports covering the business activi 


ties of electrical wholesalers throughout the United States are 
collected and compiled by The Bureau of the Census and the 
Bureau of Foreign and Domestic Commerce of the U. S. De 
partment of Commerce, and underwritten in part by WHOLE 
SALER’S SALESMAN—A McGraw-Hill Publication 


CONTINUED ON PAGE TWENTY-TWO 





Ask your jobber to give you figures on ELEC. 
TRUNITE Steeltubes ... then use these lists 
to determine the cost comparison for yourself. 
You may be surprised at the little difference. 
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fe wag Joe you 
WHEN YOU HANDLE 
"IN CH-MARKED” 


PAT. OFF. 


LECTRUNITE Distributors can be absolutely sure 
f this fact: Contractors, industrial maintenance men 
Bod purchasing agents must buy “Inch-Marked” 
LECTRUNITE STEELTUBES through an ELEC- 
RUNITE Distributor. 
That’s a rigid sales policy. Direct orders to the mill 
e not accepted. And ELECTRUNITE STEELTUBES 
dvertising to your trade specifically states that this 
odern rigid steel raceway is sold exclusively through 
LECTRUNITE Distributors. 
This iron-clad sales policy is but one of the many 
dvantages enjoyed by ELECTRUNITE Distributors. 
LECTRUNITE STEELTUBES has been advertised 
onsistently to contractors, industrial plants and buyers 
f electrical supplies ever since it first was introduced. 
sa result, many have tried and now are regular users 
ff the product. Others are changing every month. 
Then, there are the sales features—light weight, ease of 
handling, no grimy threads to cut, three simple fittings, 
e of cutting and bending, the patented knurled 
nside finish that makes wire pulling easier, uniform 
orrosion-resisting galvanized surface and National 


lectrical Code approval. 


1/0 
Ltt il iit tit 


Whi lity 
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PAT. APPLIED FOR 


»LECTRU NITE Steeltubes 


Now, “Inch-Marking” puts an accurate continuous 
foot-rule on every length of tubing. With “Inch- 
Marked” ELECTRUNITE STEELTUBES, the ELEC- 
TRUNITE Bender and the bending instruction tag on 
every bundle—all exclusive features—any good mechanic 
can make accurate bends and cuts with greater ease 
and less chance for error than ever before possible. 

Remember—when you handle “Inch-Marked” ELEC- 
TRUNITE STEELTUBES, it is the only electrical 
metallic tubing providing all the advantages available 
in this product today—and it can be purchased only 
through an ELECTRUNITE Distributor. Would you like 
descriptive folders to use in your sales work? Write us. 
Steel and Tubes Division, Republic Steel Corporation, 
Cleveland, Ohio. 


QiTERS’ LABORATOR, 
Se SPECTER Mie 


ELECT 
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ELECTRICAL RACEWAY 
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FOOT-RULE ON 
= EVERY LENGTH 
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WHOLESALERS SALESMAN BUSINESS INDEX |: 


EGIONAL performance records indicate that th 
growing tide of Defense and War business is leay 
ing no single section of the country untouched. 

\ctually, February sales increases remained within 
reasonably normal limits, only in region 18 (Okla- 
homa), while regions 2, 6, 7, and 9 scored dramaticall) 
with February sales 90 per cent or more ahead of 
February, 1940. 

However, it is important to note that with the excep- 
tion of the high score made in region 9, the regions 1, 
2, 3, 4, 6 and 7 covering substantially the Northeastern 
and Middle Atlantic states recorded the sales increases 
that pushed the National percentage to a new high 
record. 

West of those areas, only regions 13 (Ky. & Tenn.), 
19 (Ore. & Wash.), 21 (No. Cal. & Nev.) and 22 
(So. Cal. & Ariz.) topped the national percentage of 
sales increases, and in others the February gains 
ranged at, or near, the same ratio as was reported for 
January. 

Inventory records from every region give ample 
proof that the majority of wholesalers are taking the 
impact of these tremendous sales increases more or less 
in their stride. 

Not a single area shows dangerous depletion of 
stocks, and in some sections increases in inventory 
values are practically in step with those of sales, indi- 
cating that wholesalers are continuing to build up ware- 
house stocks to cope with any emergency. 

Probably no single month in the history of electrical 
wholesaling has surpassed the record of February, 1941, 
although some future month may do. so. 
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REGIONAL ANALYSIS : 

s 

Figures in this table apply to regions as , 

outlined and numbered on map above ; 

SALES INVENTORIES ; 

February 1941 Number February 1941 | 

In Yo Compared With of In Yo Compared With 

Region : 

January February | (See Map)| January | February f 

1941 1940 1941 1940 
109.2 149.8 1 105.6 110.0 
117.9 189.7 2 117.7 141.1 
129.0 167.9 3 105.0 120.7 
123.0 163.8 4 99.8 132.0 
107.1 148.6 5 109.8 120.0 
128.9 192.7 6 120.3 171.8 
131.1 197.3 7 106.6 122.6 
125.7 135.7 8 106.9 121.0 
124.0 191.5 9 102.9 125.5 
138.0 135.0 10 109.0 132.2 
108.4 143.8 11 123.1 157.5 
119.9 128.5 12 104.9 118.2 
92.1 158.4 13 112.6 136.2 
130.2 123.0 14 106.4 128.3 
126.6 118.2 15 109.5 108.1 
113.9 140.6 16 101.3 123.5 
108.1 147.2 17 104.6 123.1 
$42.7 109.0 18 98.3 120.3 
128.1 175.9 19 99.9 113.8 
155.9 127.3 20 100.0 107.8 
345.2 156.7 21 90.3 121.7 
94.3 1649 22 102.5 125.4 

For 

118.7 153.5 U.S.A. 105.4 124.3 
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@ Get the facts about Certified* FLEUR-O-LIERS and 
you'll see why these thoroughly dependable, cer- 
tified fixtures help you sell faster! Cash in NOW 
with a choice of over 75 different commercial and 
industrial CERTIFIED fixtures to help you satisfy 
every customer’s need. 


Here’s Why You Can Make the Most of Fluorescent 
Lighting With Certified* FLEUR-O-LIERS 


1. FLEUR-O-LIERS are certified by Electrical Test- 
ing Laboratories as meeting 50 exacting specifica- 
tions set up by MAZDA lamp manufacturers for 
good light—safe, reliable service. 


2. Auxiliary control equipment (ballasts and 
starters) in FLEUR-O-LIERS is certified— which 
assures balanced, coordinated operation of the 
complete unit. 


3. Dominating national advertising in 26 leading 
trade and business publications gives your cus- 
tomers the significance of the FLEUR-O-LIER 
label—helps to sell them. 


4. The appearance of the FLEUR-O-LIER label in 
fluorescent lighting equipment assures high qual- 
ity fixtures and satisfactory performance. You can 
sell with confidence! 


* LOOK FOR THIS LABEL 


Electrical Testing Laboratories certify that FLEUR-O-LIERS 
have met with § specifications for Lighting Effectiveness—6 for 
Electrical Safety—18 for Mechanical Soundness—14 for Elec- 
trical Excellence—7 for Auxiliary Performance... as set up by 
MAZDA Lamp Manufacturers. All Certifiedx FLEUR-O-LIERS 
must be equipped with auxiliaries (ballasts and starters) certified 
by E. T. L. When you buy, check with your lighting company on 
how to install FLEUR-O-LIERS to properly meet your needs. 





Get these 
New Books 
FREE! 
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ertified FLEUR-O-LIERS 





OVER 40 LEADING FIXTURE MANUFACTURERS PARTICIPATE IN THE FLEUR-O-LIER PROGRAM 


FLEUR-O-LIER 
offices 1 factories [) 


Participation in the FLEUR-O-LIER MANUFACTURERS’ program is open Address _ ee ee oes 
to any manufacturer who complies with FLEUR-O-LIER requirements City State | 





KEY TO THE BEST IN FLUORESCENT! 
KEY TO NEW LIGHTING PROFITS! 





Certified*x FLEUR-O-LIERS in these stores means easier see- 
ing for customers—greater display and attractiveness. 






General inspection of the fluorescent unit Life test of fluorescent lamp starters 
2 OF THE 50 RIGID SPECIFICATION TESTS 






TEAR OUT AND MAIL d 
Fieur-0-Lier Manufacturers » 2121-AB Keith Bldg., Cleveland, Ohio 


Please send me new booklets about Certified* FLEUR- | 
O-LIERS, packages of indoor daylight for stores (J | 























Better Selling 
To Industrial Buyers 


ARTICLE 4. Put Teeth Into Motor Selling 


By Edward Laird Cady 





ILLIONS of dollars worth of 

electric motors are bought 

every year for original equip- 
ment. 

There is plenty of this business 
which you cannot get. 

Plenty of other original equip- 
ment business is yours, if you will 
first get the facts and then use 
those facts as teeth in your sales 
tactics. 

On original equipment selling 
you need facts, more facts and still 
more facts. Orders are slower to 
come to a head... the selling 
you do today may not bear fruit for 
months or even a year or two in 
some cases. Facts and recommen- 
dations are checked, rechecked and 
then double checked. This is why 
so much of the business goes to so 
few salesmen. The ones who are 
willing to work, ask questions and 
think, get the breaks. 


Where to Look for Sales 


The first fact to learn about 
original equipment business, is 
where to look for it in your terri- 
tory. Here are some suggestions. 
very territory differs, of course. 

Machine Shops. Especially the 
jobbing ones which develop inven- 
tions. Get from them the names of 
consulting engineers and architects 
who are designing. Call on the pro- 
fessional men as well as the shops. 
In most cases the shops themselves 
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do a lot of consulting and designing 
and recommending. 

Sheet Metal Shops. They do a 
lot of air conditioning work, and 
need fans, blowers, pumps, etc., 
either direct motor units, or else 
the right motors for motor driven 
ones. Like machine shops, they can 
be sold some reconditioned jobs. 
They may not know motors very 
well, and may lean on you for ad- 
vice. 

Electrical Contractors. Espe- 
cially the ones having machine 
shops. The designing and making 
of original equipment often is a 
multi-way affair, with an engineer 
designing, a sheet metal shop or a 
machine shop making the mechani- 
cal stuff, and an electrical contrac- 
tor buying and installing his stuff. 
Get the facts and act accordingly. 

Elevator Shops. There are 
thousands of special industrial 
freight elevators going in. The 
motors are needed for controls, 
switching goods from one platform 
to another, joggling packages to 
agitate materials in transit, etc., as 
well as for hoisting. 

Factories, railroads, mines, oil 
companies, shipyards, etc. Nearly 
every big one has a machine shop 
making original equipment. Many 
of these machine shops are bigger 
than the plants of most machinery 
manufacturers. Chemical manufac- 
turers are one of the sweetest mar- 
kets right now. 
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Hobby Shops. This is a new 
rket not yet well developed. But 
tch it, for it buys much stuff for 
riginal equipment use. 





Keep Asking Questions 
Having analyzed your personal 
markets, the second fact to learn 
what is going on. For this, 
ask some frank questions of pur- 


chasing agents, plant engineers, 
sales managers, consulting engi- 


neers, etc., and keep on asking. 
Original equipment business differs 
from replacement business in that 
the need for it seldom can be fore- 
The original stuff may be 
planned years in advance, but more 
often it starts to break as a light- 
ning flash in some executive's brain 
storm. 

The questions to keep on asking 
are: What original equipment do 


seen. 
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you make .. . do you have made for 
you . . . do you plan to make or 
have made who will design 
it... where will it be made? 

The answer may lie in any of 
several fields. 

Special machines. In spite of the 
fact that standard 
better than ever before, more spe- 
cial machines than ever are de- 
signed and made. Most of them 
could use more of better selected 
motors. 

Rebuilt machines. 


machines are 


I know a ma- 
chinery maker who has scrapped 
dozens of machines but never yet 
has thrown away a machine base. 
On old bases are built special ma- 
chines with motorized units. Fac- 
tories of all kinds do this. 
Machines accessories. 
power traverses, 
materials ejectors, feeders, scrap 
scavenging blowers or vacuums, 
dryers, cooling units, heat evacuat- 
ors, heads, automatic indexers, 
booster motors for quicker starting, 
positioners, and conveyors. 
Conveyors and elevators. 


A few are 


grinding heads, 


New 
ones are going in, old ones are be- 
ing replaced. This is the conveyor 
age. The right motor can make a 
startling difference in overall per- 
formance. 


Recommend the Right Motor 


Having learned what is going on, 
and where, it is time to think about 
the motor. And many a motor is 
sold just because a salesman does 
think about it. Devices’ which 
would be hooked up with mazes of 
chains, belts and gears, get several 
motors instead when a wideawake 
salesman suggests the change. Sales 
of controls, of motor units, and of 
all sorts of supplies and accessories, 
come in this way. When a prospect 
is designing original equipment, he 
is ready and willing to hear sugges- 
tions. 

What does the new or rebuilt de- 
vice do? How does it do it? Be 
thorough about these questions. 
Let the inventor talk, and besides 
getting your own mind ready for 
wise thinking, you will make a life- 
long friend of him. 

What else can the device do? 
What else could the motor or 
motorized unit do when the device 
is idle? By building adaptability 
into the device and buying an 





the customer 
is more likely to go ahead with his 
plans and to buy a higher priced 
motor. 


adaptable motor 


What What re- 
quired steadiness of speed? What 
loads? Steady? Shock? How often 
started and stopped? If the pros- 
pect thinks about this, he will save 
a lot of his development and experi- 
ment time... and will like you 
for it. 

In what directions is motor space 
at a premium? Horizontally? Ver- 
tically? What’ space 
would be solved if the motorized 
unit could get the motor out of the 
way’ All machine 
compromises, and the space prob- 


motor speed ? 


problems 


designs are 


lem is the hardest compromise to 
work out. This is why draughts- 
men buy headache powders. 

What operating conditions about 
the motor? Heat? Cold? Wet? 
Gritty? Fibrous Dirt? Or... ? 

What control equipment needed ? 
Starters? Switches? Overload Pro- 
tections? Wiring Supplies? 

What power source most readily 
available? The power circuit? Or 
the lighting circuit? What 
power factor, demand load, flicker- 


about 


ing of lights, effects of other motors 
on the line? 


All of these things must be 
thought about. If the original 


equipment buyer or designer does 
not pay attention to them, they may 
attract attention to themselves 
costly attention. 

Therefore the designer and buyer 
thinks carefully. He will like to 
come in and look at your stocks. 
He will go over sales literature 
with utmost care. 

And he will need you to protect 
him if he decides hurriedly. 
inal equipment 
race. Protect your personal reputa- 
tion in it at all costs. Have courage 
to turn down the order if the buyer 
is asking for inadequate equipment. 

Original equipment motor sales 
are juicy if you go after them in 
the right way. You need facts as 
the teeth in your selling. Then you 
need persistence enough to put the 
bite onto the business . . . with 
courage enough to refuse to bite 
when the prospect is setting himself 
up to damage his reputation and 
yours. But the business is there, 
especially right now. 


Orig- 
selling is a long 








The Shape of 
Things to Come 


Adjustments which wholesalers may have to make in 


1941—and after, as foreseen by one who is in excep- 
tionally intimate contact with Official Washington 





By Nathanael HH. Engle 


Adviser on Distribution Consumer Divisi 
National Defense Advisory Commission * 





YOU will find that careful reading 
and study of Dr. Engle's contribution 
is time well spent. Dr. Engle is in 
exceptionally advantageous position 
to know the trend of administrative 
thinking at Washington, while his in- 
timate knowledge of distribution and 
wholesaling make his interpretations 
of the significance of current events 
extremely valuable. We thank Dr. 
Engle for having given us permission 
to print. We assure him that it will 
continue to be an indispensable part 
of our editorial program, to keep our 
readers alert and prepared for "The 
Things to Come"—in line with the 
thoughts expressed in the last para- 
graph. 





HAVE no illusions about my abil- 

ity to “the 
things to come.’ To know what 
adjustments wholesale middlemen 
may have to make in 1941 and after 
depends upon too many unknowns. 
No definite answer can be given at 
this time. All that I can hope to 
do is to peer “through a glass, 
darkly,” but a glass pointed in the 
direction of the correct answer... . 
Among the areas which may be 
altered by the progress towards na- 
tional prepardness, I shall examine 
four: wholesale channels of distri- 
bution, wholesaling functions, dis- 
tribution costs and wholesale prices. 
Channels of marketing manufac- 
tured goods may well be subject to 
great change. 


foresee shape of 


In particular it seems 
to me entirely in the realm of the 
possible that a reversal of the trend 
towards direct selling by manufac- 
turers may occur. As 
turers become 


manufac- 
more and more 
engrossed with problems of produc- 
tion, bred of bulging order books, 
and pressure from defense business 
for early deliveries, less concern 
about distribution problems may 


* Excerpts from an address delivered 
before the annual meeting of the Ameri- 
can Marketing Association. 
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naturally be anticipated. I know this 
prediction has been denied in the 
trade press by a number of manu- 
facturers, but I still have the feeling 
that some, if not all, may relax 
somewhat their selling efforts. If 
so, here would appear to be an op- 
portunity for the alert wholesaler, 
who is prepared for it, to increase 
his business. 

Wholesalers may also find addi- 
tional business accruing to them 
directly from defense purchases. 
While most of the requirements of 
the Army and Navy are purchased 
directly from producers, there are 
certain commodities in which whole- 
sale suppliers are utilized. Finally 
wholesalers may be expected to par- 
ticipate in any general business 
expansion which may materialize. 


Effects on Wholesale Buying 


Alert wholesalers and others in the 
wholesale field may well look to the 
probable changes which reviving 
business under defense is bound 
to make in some of their functions 
and practices. The buying function, 
or purchasing, is apt to take on 
new complexities, calling for in- 
creased attention to the expanding 
wants of consumers amid growing 
difficulties in finding adequate 


The Editor 











sources of supply for all the items 
demanded. It is not unlikely 
that some shortages may develop, for 
shortages are relative to demand. In 
any event it is well for business to 
be familiar with sources of substi- 
tutes for basic commodities. 

With larger volume will come 
also the necessity for some reversal 
of the hand-to-mouth buying policy 
which has become the order of the 
day. Substantially larger stocks will 
be essential to meet the demands of 
expanding consumer incomes. Buy- 
ers may become less and less patient 
with short stocks as consumer de- 
mand backed with increased pur- 
chasing power becomes more insis- 
tent. At the same time, excessive 
inventories and speculative buying 
should be avoided. The recent con- 
ference on wholesale distribution 
called by Miss Harriet Elliott rec- 
ognized the need for caution in one 
of their resolutions : 


“BE IT RESOLVED, That this 
conference go on record as discour- 
aging excessive inventories which 
might adversely affect consumer and 
national defense needs.” 


Effects on Transportation 


Closely related to the purchasing 
function is that of transportation, 
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both incoming and outgoing. Whole- 
sale distributors may find it neces- 
sary to anticipate their purchases 
much farther ahead than normally, 
in order to be sure of adequate cars 
for delivery. Traffic managers may 
be called upon to sharpen their pen- 
cils and, in close cooperation with 
buyers, translate advance purchases 
into number of cars needed for 
specified delivery periods. Simi- 
larly, greater economy in the use of 
transportation fiacilities through 
more car-lot orders may prove de- 
sirable, not only from the standpoint 
of car savings, but because of the 
lower freight rates and better prices 
on such orders. Where a car-lot 
is more than one wholesaler can 
possibly justify, split-car arrange- 
ments with other wholesalers may 
prove desirable. 

Outgoing transportation or deliv- 
ery practice may likewise be affected 
by the changes of the next few years. 
Economy in delivery may become 
much more pressing than at present. 
Substitution of trucks for rail ship- 
ments of l.c.l. orders to country cus- 
tomers may increase with the fuller 
utilization of rail equipment for 
defense orders. Revision of routing 
of city deliveries, closer and more 
rigid scheduling, all are in the pic- 
ture as possible changes in the work 
of the traffic department. 


Effects on Warehousing 


Still another wholesaling function 
which again is closely akin to buying 
and also to the traffic problem is that 
of warehousing and storage. At one 
time a major responsibility of 
wholesalers, this function has been 
shifted of late years back onto the 
producer, partly as a result of pre- 
vailing hand-to-mouth purchasing. 
If it becomes necessary, as indi- 
cated above, to buy in larger volume 
and to carry larger inventories, it 
follows that provision must be made 
for added storage facilities. Some 
wholesalers may find this no prob- 
lem at all because of existing unused 
warehouse capacity. Others may 
face the alternative of building addi- 
tions, moving to larger quarters, or 
utilizing public warehouse facilities. 


Effects on Wholesale Selling 


By this time some of you may won- 
der if I have forgotten, or do not 
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know that selling rather than buying, 
transporting, and storing, is one of 
the more important wholesale func- 
tions. 

I have waited until now, not be- 
cause I do not think selling impor- 
tant but because I think it will be 
much easier for selling to adjust it- 
self readily to a sellers’ market than 
it will for some of the other func- 
tions. Intelligent selling will be more 
and more the order of the day. By 
intelligent selling I mean sales effort 
based upon a full realization of 
what is happening in a country 
under full steam for preparedness. 

A much more accurate estimate 
of consumer requirements will be 
demanded under such conditions as 
we have forecast. Mere order taking 
will have to give way to intelligent 





N. H. Engle 


cooperation with retailers. More 
advertising may be required, especi- 
ally to call to the attention of con- 
sumers substitutes for items which 
are scarce, or to push the sale of 
surplus commodities. Informative 
selling generally may well displace 
the old high-pressure type, with 
benefit to both consumers and 
wholesale distributors resulting. 
With advertising by 
wholesale distributors, goes the 
necessity for close integration of the 
efforts of the sales force with the 
advertising program. Certainly 
wholesalers must meet the criticism 
of manufacturers that they are not 
salesmen before they can hope to 
profit from any trend away from 
direct distribution. 
Particularly is research important 


increased 











in the field of operating costs. Eco- 
nomical distribution will be the 
order of the day, and that means 
keeping costs at the lowest point 
consistent with the requirements of 
the job to be done. Knowledge of 
costs, and of the individual com- 
ponents of costs, is a prerequisite to 
effective control. Hence it follows 
that more and better cost account- 
ing and more research into operat- 
ing efficiency should occur. Distribu- 
tion costs must be reduced and kept 
to a minimum. 


Effects on Wholesale Prices 


One important reason for cost con- 
trol is that costs influence prices 
and prices must be kept in hand. 
Wholesaling groups have already 
enlisted in the program for keeping 
prices at reasonable levels. 

At the recent conference men- 
tioned before, they went on record 
as follows: 

“WHEREAS, The wholesalers of the 
country recognize the need for the 
maintenance of as low consumer price 
levels as are conducive to steady flow 
of consumer goods, therefore be it 

“RESOLVED, That this conference 

pledge full cooperation to the Advis- 

ory Commission to the Council of 

National Defense to discourage any 

unwarranted wholesale advances.” 


I revert to prices and the neces- 
sity for avoiding inflation at this 
point because of the frequent ex- 
pression of fear that inflation can- 
not be avoided. I believe it can be 
prevented for the reasons I have 
cited. I believe it must be prevented 
if we are to avoid a catastrophic 
aftermath. I believe that inflation 
will be avoided only through the 
united and continuous efforts of 
business and government. 

Finally, in closing, the only con- 
clusion I have to offer as to the 
effects on wholesale middlemen of 
the changes to come in the next year 
or two is, that changes are inevitable. 
When they will come, or what they 
will be, no one can tell. It would, 
therefore, seem to be the part of 
wisdom to prepare for any eventual- 
ity, to be acutely alert to new de- 
velopments, to anticipate as far as 
possible the changing character of 
the market, and above all to keep 
policy flexible enough to meet un- 
expected turns quickly and effec- 


tively. 


27 












By N. H. Callard 


Agency Sales Department, 


Westinghouse Elec. and Mfg. Co. 


For Better Rural Selling 


... Hit the Trail with a Trailer 


A method for bringing appliance demonstrations to the 


farmer’s door that gets results because it helps them to buy 





FUNDAMENTAL | principle 

of selling to the rural market 

is to recognize that the manu- 
facturer is not there so much to sell 
the farmer as he is to help him to 
buy. Such was the incentive for a 
new and unusual traveling demon- 
strator, a novel trailer which brings 
the farm and home appliance prod- 
ucts of Westinghouse to the rural 
locations. 

The buyer of household appli- 
ances almost invariably never buys 
on sight, but, on the contrary, most 
often insists on an actual demon- 
stration of the product being con- 
sidered. Such demonstrations rep 
resent no problem to the city 
dwellers; they have their depart- 
ment stores, electrical dealers and 
such. To rural people, this oppor- 
tunity for demonstration is much 
more rare. To meet this condi- 
tion, this special trailer was designed 
to be both a showroom and a place 
of demonstration for the products 
it carries. 
frame, 
Masonite walls, and is glass wool 
insulated. 


The trailer has a_ steel 


It is approximately 20 
feet long, and about 7 feet wide 
with an inside height of 7 feet. To 
obtain the show-window effect, one 
entire side of the novel vehicle opens 
up, providing a wide shelf about 
nine feet long which is used to dis 
play small appliances, motors, and 
other miscellaneous devices. Space 
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Because of the time and distance elements, farmers do not have much of an oppor- 
tunity to see electrical demonstrations, so this Westinghouse trailer is on the road, 


carrying the story to them. 


below the shelf is used for display- 
ing larger items. 

The opposite side of the trailer 
is fitted with a straight-line electric 
kitchen, including an 8 cubic foot 
refrigerator, a 4 foot cupboard 
work surface, electric dishwasher 
and sink, electric range, and a 30 
gallon hot water heater. The kit- 
chen effect is enhanced by locating 
a long narrow window over the 
sink. Venetian blinds, light green 
walls and mottled green linoleum 
on the floor combine to give the 


trailer’s inside an authentic touch. 

To provide complete demonstra- 
tion facilities, all the trailer re- 
quires is a connection to the near- 
est three-wire electric distribution 
circuit, and to the nearest water 
supply pipe. Even without these 
utility connections, equipment may 
be partially demonstrated. 

On most scheduled stops, the 
side of the trailer is opened up, 
and the audience watches the dem- 
onstrations from outside. Light for 
the demonstrations is furnished by 
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One side of the trailer is opened up, making it possible for a 
large group to see and hear about the various products. Fur- 
thermore, when the side is down, it forms a wide shelf which 


Complete electric kitchen is on review, with electric and 
water connections enabling each appliance to be put to work. 
Venetian blinds, linoleum floor, add realism. 


a three-section 


is used to display small appliances and motors. Doors at 
either end of the trailer permit walk-through demonstration for 
closer viewing. 


Interior is illuminated by three-section fluorescent strip 
mounted on ceiling. This supplemented by eight 150-watt 
floods concealed under awning when side is open. 


In such a construction enables the attendant 


fluorescent strip 
lighting unit permanently mounted 
on the ceiling of the trailer. Eight 
150 watt floodlights concealed under 
the open-side awning effectively 
illuminate the entire display. On 
permanent locations, a neon sign 
is mounted on the trailer roof. 

To provide for those locations 
where full opening up of the trailer 
for a display would be inadvisable, 
a door is provided in both the front 
and rear of the unit. These doors 
permit the trailer to be used as a 


“pass through” display. 
case, the kitchen would be on one 
side of the spectator, with the other 

apparatus on shelves on the oppo- in a loud voice from the trailer 
site side. platform. 


to mingle and talk intimately with 


his audience, instead of ballyhooing 


The two doors also allow people 
to enter the trailer when one side is road a great deal, so considerable 
opened up. Thus the straight-line attention was paid to the outer fin- 
kitchen may be inspected by people ish, 
on the inside, while those outside 
can see and hear any discussion 
taking place. This is important, 
too, because this type of activity 


A display of this nature is on the 


The trailer has a high gloss 
two-tone orange finish, and a black 
roof, while the coupe used to pull 
it carries out the same color scheme 
in reverse, being painted black with 


is promotional in nature, and sucl orange trim. 
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By Joe Wayne 


The Competition Was Good 


His real lessons were not learned from the president or the 


sales manager or 


even the customers but from his competitors 





Y NAME isn’t Joe Wayne, but 
then when I started on the 
road twenty years ago, no one 
would have recognized the name 
anyway, sO it isn’t important now. 
My employers owned a fairly well 
established wholesale electrical sup- 
ply house in the middle west. They 
were aggressive men and took per- 
sonal pride in moving young fellows 
along. When I got my price books 
together and was ready to leave on 
my first trip the president of the 
company gave me a friendly pat on 
the shoulder and a parting word of 
encouragement. 
That send-off helped bolster up 


JIM was a fine salesman. He 
never wasted time, was al- 
ways on the move, followed 
a definite calling schedule. 


— 
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the necessary confidence, but I 
would have been pretty dubious, 
had I known then what I learned 
later; that neither the president nor 
the sales manager had much hope 
that I would make good. However, 
both of them were more than pleased 
when I turned in twice as much 
business as they had ever had from 
the territory. More than that, a 
couple of years later when I asked 
for, and received, four times the 
salary they had paid me for the 
first year’s work, they were gra- 


cious about it and considered the 
increased pay fair reward for ser- 
vices rendered. 


—<— 
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Though I am not travelling so 
much now, selling is still my busi- 
ness, and the daily problems are 
about the same as in those early 
years and the lessons learned on 
the road still help a lot in finding 
the answers today. 

The educational process was slow 
and the most important lessons were 
not learned from the president or 
the sales manager or even the cus- 
tomers. The real educators were 
the competitors, and to them I am 
grateful. One of today’s luxuries 
is to meditate on the personalities 
of these men with whom fate 
arranged that I should battle for a 
living. Each of them had his own 
peculiarities and each went about 
his job according to his own pat- 
tern. Most of them were success- 
ful, some have gone far, others 
haven’t done so well, but it never 
paid to underrate any of them in 
the old days and now after twenty 
years they still have my sincerest 
admiration. I learned something 
from each of them and the more 
experience I get the more I realize 
that they were good teachers. 

First there was Jim, Jim is still a 
fine salesman. He was the first 
competitor I met on the road and 
just about the exact opposite of what 
[ had expected a competitor to be 
like. During my first week’s trip 
he happened to get on the same train 
between towns and introduced him- 
self. (We traveled in trains those 
days, not automobiles.) He made a 
few polite inquiries, said a word 
or two about his own work, and 
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although we covered about the same 
territories for at least fifteen years, 
I believe that first conversation was 
the longest we ever had together. 
That was typical of him; he never 
wasted any time. I don’t recall 
ever seeing him actually visiting 
with a customer. He was always 
on the move and followed a definite 
calling schedule so that his custom- 
ers knew when to expect him and 
made it a point to have his order 
ready when he arrived. So far as I 
know Jim had no special training or 
practical experience which made his 
advice valuable to his customers, so 
he must have earned their business 
through his reliability and_ strict 
conscientious attention to his job. 
The second important competitor 
of my acquaintance was Wesley. He 
was, I thought, the real life model 
of an ideal salesman; young, dis- 
tinguished looking, well 
and a polished gentleman. I liked 
him immediately. He was with one 
of the oldest and best known houses 
and was doing a fine business in the 
territory. 


dressed, 


Although I was a new- 
comer in the field and represented 
a much smaller house, he always 
treated me with the utmost friend- 
liness and occasionally took the 
trouble to introduce me to buyers 
whom I had not yet met. 

He was exceptionally well liked 
by the trade and I soon decided 
Wesley was a good man to study in 
developing friendships and confi- 
dence among my own customers. 
Ill health forced him off the road 
several years ago but when I make 
an occasional trip into the old ter- 
ritory his friends still speak a kindly 
word in his memory. One of a 
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TOM knew more about the 
private and business affairs 
of his customers than any 
man on the road. 


salesman’s most important assets is 
the ability to make lasting friend- 
ships and Wesley certainly had that 
ability. 

Another early acquaintance was 
Tom. He was a salesman of the 
old school if there ever was one. 
He started his weekly trip at seven 
o'clock Monday morning and he 
arrived back home at six o’clock on 
Friday evening. His bi-monthly 
calls were special events to his cus- 
tomers. He argued politics with 
them, played cards with their fami- 
lies in the evenings, offered them 
sound advice if asked for it, and 
knew more about the private and 
business affairs of his customers 
than any man on the road. 

Tom recognized no competition ; 
but sold goods to people he had 
known for years as a matter of 
course. He considered his com- 
pany the leaders in the field and 
would have thought it heresy for 
anyone to question his claim to the 


EDDIE was a real bogey 
man. Whenever I spotted 
him I knew there would be 
dirty work ahead. 





business. He took pride in driving 
the company automobile 200,000 
miles before a trade-in and managed 
everything else about his job on 
about the same basis. He never 
hurried a buyer, wrote all his orders 
in a vest pocket note book, and was 
never known to sell any one a single 
item more than he thought they 
should buy. 

Tom’s psychology must have been 
sound because his friends were al- 
ways loyal and when he finally re- 
tired, his son took over and carried 
on in the same territory. Sincerity 
of purpose, and an_ irrepressible 
faith in his own destiny, made Tom 
a success, and any young salesman 
can well afford to emulate these two 
important precepts. 

It seems to be a generally accept- 
ed suspicion that many of the best 
families have a skeleton in the closet 
so it would probably be too much 
to expect any large group of sales- 
men to be without their own black- 
sheep. The first one I encountered 
was Eddy. He was a real bogey- 
man, and whenever I spotted him 
on the same trip I knew there was 
apt to be dirty work ahead. 

He carried a price book but I 
doubt if he ever wore out any of 
the sheets checking prices. His 
special delight was to walk into some 
store when another salesman was 
writing up an order, interrupt the 
interview, and hang around close 
enough to get an idea of what was 
being ordered. He then managed 
to slip a hint to the buyer that he 
had better wait and get his prices. 
Then Eddy shot the works! Of 
course he hadn't done anything to 





HOW'S THIS FOR LAMP QUALITY: 


Important patents and processes — rigid quality 
controls — individual inspections on every lamp—re! 
sult in these outstanding features of Hygrade Fluor 
escent Lamps: 


Superior Coating that assures maximum light ef 
ficiency and economy. Light is uniformly brilliant along 
the entire length of each lamp. 


Finer-grained coating that makes Hygrade Fluor 
escent lamps more even in texture, more _pleasin 
in appearance. 


GET BETTER PERFORMANCE >. x Standardized colors that never vary from one lamp 
WITH THE NEW MIRASTATS! ce. 2 to another — or one shipment of lamps to another 


Here’s the finest fluorescent lamp All-round superior performance that makes fo 
starter on the market . . . now avail- 


sini eneaiee aie. te easier selling, greater customer satisfaction, more repeal 
new Hygrade MIRASTAT! business and profits for you! 

Assures positive starting and re- 

starting—longer lamp life— per- 

formance that’s dependable! 
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FLUORESCENT LAMPS Hyg ( 





HYGRADE — cde pioneers 


IE RADES 
SVEN LIGHIING! * 


Customer satisfaction is assured when you're selling 


the world’s only completely guaranteed fluorescent 
lighting fixtures-HYGRADE MIRALUMES! 


OU’LL make a lot more sales — and meet with 

a lot less sales-resistance — when you sell 
MIRALUMES! Because MIRALUMES offer an ex- 
clusive combination of advantages—which we are 
constantly hammering home to your customers in 
powerful national advertising! 

Finer light (Hygrade’s patented lamp coating). 
Trouble-free starting (Hygrade patented Mirastat 
starters). Lower maintenance (Hygrade’s easily de- 
mountable reflectors and sturdy lamp holders). 


a 


Plus a complete guarantee covering every part! 

Hygrade Miralumes are better designed and en- 
gineered—quality manufactured—sold wired and 
ready to install, complete with superior Hygrade 
lamps— Underwriters Laboratory approved—high 
power factor—starters easily accessible—eligible 
for FHA financing. 

Write today for information on Hygrade Fluor- 
escent Lamps, Miralumes and Mirastats. Dep't WS4, 
Hygrade Sylvania Corp, Ipswich, Mass. 


fl 


® ae 
MIRALUME F-235; ‘al 


235-watt unit; 
2 100-watt lamps. 


MIRALUME C-205; 
200-watt unit; 
4 40-watt lamps. 


MIRALUME HF-201; 
200-watt unit; 
4 40-watt lamps. 
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earn the order, but that didn’t make 
any difference to him. Actually he 
knew practically nothing about the 
business and couldn’t have been any 
help to the customer even if he had 
tried; but he did keep posted on 
competitive prices and he developed 
chiselling to a fine art. 

He gave very little attention to 
new items; except a trick gadget 
now and then that looked like a 
price bargain, and wouldn’t have 
known what most of the new mate- 
rials were for until he heard some 
other salesman explain them. Some- 
times the contractors would apolo- 
gize for giving Eddy business with 
the excuse that they couldn’t afford 
to turn down the saving. Of course 
quite a few of them later admitted 
they were better off dealing with the 
more substantial people who could 
help them with their own business 
and Eddy’s house finally folded up. 
I don’t know what became of him; 
but I’m not worrying much, except 
that I would like to see him some 
day and thank him for the part he 
played in my early business educa- 
tion. 

It might even please him to know 
that from watching him operate I 
gained a real appreciation of the 
value of offering the customer some- 
thing more than just a chance to 
buy at a lower price. Eddy was a 
parasite, and business parasites are 
likely to be short lived. 

I remember Charley. Charley 
was a hotel lobby salesman. He 
represented a fine company and sold 
lots of goods to his old friends, but 
the thing he liked best was to talk 
about his orders to any of the boys 
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CHARLEY liked best to 
talk about his orders. I 
knew of more than one nice 
order that another salesman 
got after listening to him. 


who cared to listen. He was in 
the lobby bright and early every 
morning and he came back every 
night for a long session. Always a 
convincing talker on any subject, 
well posted on current events, and 
a voluble scientist, he was ready to 
give advice to anyone at the drop 
of the hat. 

He was a swell fellow but I know 
of more than one nice order that 
some other salesman went out and 
got after hearing Charley expound 
on how he intended to make the 
sale. Whether he ever realized it 
or not, Charley was a good educator, 
for by observing him I was im- 
pressed with the virtue of a reason- 
able amount of self restraint, partic- 
ularly when among competitors. 

Then there was Russ. There my 
friends, was a salesman. Russ and 
I are with the same company now 
and he will soon retire to a well 
deserved easier life, but he is still 
top billing in my book of salesmen. 
Of all the salesmen I have ever 





RUSS gets top billing in my 
book of salesmen. He be- 
lieved himself capable of 
big things—and was. 


worked with, or against, he was t 
cleverest. With a prepossessing a 
pearance, a convincing voice, ai 
generally confident bearing, he i: 


mediately commanded _attenti 
from his prospect. I doubt if 
ever made a call without first se 
ting up a definite program for tl 
interview and then planning h 
sales campaign. 

The first time I ever saw Russ 
he was writing up an order for 100 
fan motors. On my previous trip 
I had tried hard to sell the same 
dealer six fans, and still expected 
to close the order on that call. It 
was a tough jolt to walk into that 
store and find a salesman I had 
never seen before completing a deal 
for more goods than I had even 
thought about, and actually making 
the merchant feel that he was hav- 
ing a special stroke of luck in sign- 
ing the order. Right there I learned 
one basic principle of selling mer- 
chandise for resale. 


4 


Seeing Russ close that sale 
brought home to me what the sales 
psychologists have always known— 
that any man, buyer or seller, is 
influenced by the state of his own 
ego, and if he is encouraged to be- 
lieve himself capable of big things 
then the chances are good that he 
will do big things. That fan deal 
convinced me that part of any sales- 
man’s job is to lead his customer to 
think in terms of greater accomplish- 
ment and thereafter on that basis I 
was able to close many an order 
myself. 

Russ didn’t have a technical de- 
gree but he studied a lot and had 
a fine practical mind. During one 
of his calls on a large pottery mill 
the plant superintendent mentioned 
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4 new motor they had recently in- 
stalled on one of their machines. The 
motor wasn’t performing satisfac- 
torily so he asked Russ to take a 
look at it. It didn’t take him long 
to analyze the trouble; it was not 
the right type of motor for the job. 
He recommended the correct appli- 
cation and then the plant superin- 
tendent made a counter proposition 
that he would order the motor Russ 
recommended if he could trade-in 
the other one. That was just the 
sort of situation Russ liked. He 
jooked around the plant and soon 
found a machine that needed repow- 
ering and on which the first motor 
would work properly. The super 
intendent was well pleased and the 
next time Russ called he was asked 
to look at some other machines in 
the plant. 

Then he went to work on one 
of his typical sales jobs. He made 
a complete survey of the plant, made 
up a schedule of each machine and 
its requirements, and within six 
months he sold that superintendent 
not only all the motors, but also the 
wiring materials necessary for a 
complete new power installation. 
The trade-in suggestion would have 
stopped many a salesman with less 
imagination ; but not Russ. He was 
an opportunist who knew when to 
set his sights high and he never 
under-shot the mark. 

Perhaps in every business man’s 
life, he eventually finds one com- 
petitor upon whom he looks as a 
friend more than a competitor. My 
competitor friend was named Mike, 
and he was 100 per cent salesman. 
No rough house laber boss ever 
fought harder to get ahead in his 
chosen trade. Mike sold a lot of 
goods to people because they liked 
him, but most of his business came 
in simply because he dug up a place 
where some electrical material was 
needed and then found a man to 
whom he could sell it. Our home 
offices were in different cities but 
we traveled about the same terri- 
tory so the rivalry was always keen 
between us. 

A mutual respect for each other 
soon grew into a close friendship. 
Since we each appreciated the value 
of a salesman’s time, if we were 
working the same town, we would 
get together in the morning and 
prepare a schedule of calls for the 
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day so that we could both complete 
the rounds and not waste each others 
time waiting to see the buyer. If 
we both had the evening free we 
might take in a movie but usually 
we spent the time discussing our 
jobs and comparing progress. We 
weren't above soliciting counsel 
from each other on tough problems 
and often compared notes on the 
ability and tactics of mutual com- 
petitors. Perhaps we may have 
ganged up occasionally to save an 
order, but no two men ever worked 
harder to top each other’s sales rec- 


VAL had few doubts about 
his own importance. When 
I last heard of him he had 
been looking for a connec- 
tion for some time. 


ord. It’s been a good many years 
now since I have heard from Mike; 
maybe he’s gone into some other 
line, but whatever he is doing, I am 
pretty sure he is making a success 
at it and isn’t asking quarter from 
any competitor. To his association 
[ am much _ indebted, because 
through it I discovered the benefits 
of honest cooperation and learned 
that a good competitor can often be 
the best stimulation to greater ef- 
fort. 

We mustn’t overlook Val. He 
was the hail fellow well met—‘I’ll 
give you the real low down,” type. 
Val didn’t have many worries but 
he had still fewer doubts about his 
own importance. He loved to drive 
up in front of a store, park his car 
with elaborate ceremony and dash 
in and greet the owner like a lodge 
brother at a two-day convention. 
If another salesman was there ahead 
of him that was his cue to slip in a 
few conversational quips referring 
supposedly to some social activity 
they had shared on his last visit. 





He never let the other salesman’s 


presence dampen his enthusiasm; 
rather, assumed an air of patroniz- 
ing indifference and built up the 
impression that he knew he had 
better wait around because the buy- 
er was his Buddie and was sure to 
save the best part of the order for 
him. 

Val never bothered about con- 
tracts or tried to help his dealers 
secure new business. He was al- 
ways too busy socially to make out 


reports to the office; and collection 
matters didn’t 


concern him; that 





was the credit department's bust- 
ness. During the time I knew him, 
Val had four different jobs, all good 
ones too, because he had personality 
and could sell himself to good ad- 
vantage. The last time I heard 
from him, though, he had been look- 
ing for a connection for quite a 
while and still had nothing in sight. 
Maybe he didn’t get another job in 
our line and if not, that’s too bad, 
because any young salesman could 
learn a lot from Val. He could 
learn a good many things that he 
should not do and he could also 
learn that ostentation is not sales- 
manship. 

Yes, I am thankful to my early 
competitors. They were a fine lot 
of fellows, nearly everyone of them 
good salesmen because they knew 
how to use to the best advantage 
whatever talent they had. I know 
they must have enjoyed those years 
of fighting for orders as much as I 
did, and today, anyone of them 
would say, I believe, that selling is 


a grand profession—if you like it. 
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Sell Motor Controls 
that will still be going strong 

































































COLT INDUSTRIAL CONTROLS 


Manual Motor Starters Manual Reversing Starters Manual 2-Speed Starters Magnetic Contactors 
Magnetic Motor Starters - Magnetic Reversing Contactors and Starters - Magnetic 2-Speed Starters - Combination Starters - Relays 
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Specialization 


Increases Lighting Sales 


By Jack Meletio 


Meletio Electric Supply Co., 
Dallas, Tex. 





E have gained prestige, made 

new friends, done more busi- 

ness, by following the current 
trend toward specialization in sell- 
ing. Our latest move in that di- 
rection was the establishment of a 
separate display room for fluorescent 
and indirect lighting fixtures. 

The purpose of this separate, spe- 
cial display room, which adjoins 
our regular fixture display room, 
was to make a more forceful impres- 
sion on prospective customers. A 
man who is interested in a certain 
kind of lighting likes to come to a 
place where he can see available 
equipment of the type he wants 
displayed in an individualized set- 
ting. It’s a simple psychology. 

But we do not stop there. In 
addition to a special room, we have 
a special man on fluorescent—some- 
one who is prepared to answer any 
and all questions about it, make sug- 
gestions and generally take charge 
of this department. Mr. M. Mc- 
Cord is our fluorescent specialist. 

As a result of this display room, 
with a special man in charge, our 
sales of this type of lighting have 
materially increased, and they con- 
tinue to increase. 

We have applied the same general 
principle of specialization to other 
groups in this electric supply busi- 
ness, for instance, to residential fix- 
tures—table and floor lamps and 
similar types. Here again, we de- 
parted from the practice followed 
by many wholesalers. In that we 
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Contractors bring their customers to Meletio’s commercial and industrial light- 
ing room to see units in operation. If they're interested in fluorescents, there 
is a broad selection. Incandescents get a heavy play, too. Many offices want 
individual desk lamps and Meletio has them in a wide variety. Good displays 
build bigger sales. 


have a woman, Mrs. J. O. LeBeau 
(formerly with the Dallas Power 
and Light Company), in charge of 
this department. Many dealers 
send women customers in to look 
over our fixtures, and we have 
found that for this type of merch- 
andise women like to be waited on 
by a woman, particularly in a whole- 
sale establishment where the atmos- 
phere is likely to be predominantly 
male. 

Mrs. LeBeau is our specialist for 
this part of the fixture department ; 
she is able to explain the uses and 
purposes of each type of fixture, and 
to make suggestions from the angle 
of decoration as well as emphasiz- 


ing importance of Better Lighting. 

After all, the wholesale electrical 
business is complicated and has 
many angles. We believe there 
should always be one person in each 
department to whom the customer 
can go and ask questions, and who 
will be able to answer them; one 
who has the necessary technical 
knowledge of his merchandise to be 
somewhat of a specialist and who 
is a good sales clincher along with it. 

It has only been comparatively 
recently that we applied this spe- 
cialization plan to fluorescent light- 
ing, but the results in increased 
business have been definite and 
profitable. 








HEN Arthur Stokes resigned 

from Graybar Electric in 1933 

to open the door of his own 
wholesale house in July of that dark 
year, “There was only one way the 
business could go,” as he says. It 
moved along in that upward direc- 
tion all right, and since then Stokes 
Electric Co. of Knoxville has out- 
grown the original location, has 
been situated in a modern, one-story 
brick building for the past 14 
months. This streamlined ware- 
house, which Stokes designed in 
conjunction with his architect, con- 
tains the latest wrinkles for better 
displaying, warehousing and _ sell- 
ing. Also, in selecting this spot at 
the corner of Tenth and Forest, he 
obtained plenty of adjoining space 
so that customers can park their 
cars without fear of finding over- 
time-tickets stuck under their wind- 
shield wipers. 

It is apparent, therefore, that the 
organization has done a good job of 
wholesaling during these past eight 
years, and its healthy growth can be 
attributed to some common sense 
policies and practices. In the first 
place, Stokes brought 15 years’ ex- 
perience into his business, dating 
back to the time when he went from 
an Alabama High School to the 
warehouse of Western Electric in 
Atlanta. 

In addition to this operating ex- 
perience, Stokes brought with him 
from Graybar the knowledge that 
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ARTHUR D. STOKES of Knoxville 


In dark days of ’33, Stokes bet the only direc- 


tion to go was up, launched his new business 


the better contractors and indus- 
trials are primarily interested in in- 
stalling only well known and well 
made materials. Consequently he 
started off with quality built lines, 
has maintained this principle ever 
since. Specialization has continued 
practically intact, and now the com- 
pany’s volume is about evenly di- 
vided between contractors on one 
side, with industrials, commercials 
and municipals on the other. 

Rather unique these days is the 
fact that Stokes Electric is an all- 
male outfit. Not quite so unusual, 
but still not common practice, is his 
arrangement whereby all employees 
are paid the prevailing wage scale, 
also receive a liberal bonus based 
on company profits. 

In line with the rest of the in- 
dustry, Stokes is plenty excited 
about fluorescent lighting, has done 
his full share towards getting this 


cool, efficient light source to work 
in Knoxville and an area spreading 
out some 75 miles from that city. 
Also he predicts a steady, if less 
sensational, future for small diam- 
eter wires. The need for them is 
present in most every factory and 
commercial building, he says, and, 
with continual selling and _ pub- 
licity, wholesalers and contractors 
will get gradually encouraging re- 
sults in the form of larger orders. 

When it comes to outside activi- 
ties Stokes isn’t a_ professional 
joiner, though as would be expected, 
he belongs to NEWA, which group 
he joined in 1939. When he is not 
busy with his wholesaling business, 
he keeps occupied working around 
the home he built four years ago 
on a three acre piece of land. So far 
he’s done a lot of gardening, built 
such things as badminton and tennis 
courts. 
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The 
CAMERA 


CLICKS 


R. J. Holtermann, v.p., Wesco San Fran- Caught between conversations, N. J. Mac- 
cisco enjoys the joke that L. B. Marsh, at Del Monte Donald, vice president and general sales 
of L. B. Marsh Electric Supplies, Long manager, Thomas and Betts, Inc., sights 
Beach has just told him. someone he knows. 

















Taking time to talk it over, are Harold Utility men talk shop—Roy Grettum, v.p. All “in the family”, two Westinghouse 
Conklin, Hotpoint Pacific Southwest man- and g.m., Eastern Oregon Light & Power, men exchange notes—E. J. Duggan, Salt 
ager, L. A. and Harry Gerster, Seattle Baker, Ore. with Harvey Edmonds, g.s.m. Lake City manager, and W. M. Jewell, 
district manager G. E. Supply. Coast Counties Gas & Elec., Santa Cruz. San Francisco manager of Wesco. 





Between meetings—George M. Gadsby, Smiles from J. A. Kahn, Salt Lake City Two independents get together—J. H. 
pres. and g.m., Utah Power & Light, Salt district manager, G. E. Supply, and J. 1. Lavenson, Lavenson and Savasta, San 
Lake City and L. A. McArthur, vice pres. Colwell, Pacific Northwest manager, Gray- Francisco and M. H. Jankelson, g.m., 


Pacific Power and Light, Portland. bar, Seattle. Incandescent Supply, San Francisco. 
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eee With IVANHOE 
“50 FOOT CANDLER” 
RLM Gyitinwent Witeway 
FLUORESCENT 
LIGHTING SYSTEM 





Well-known manufacturet* receives 


this profitable double-benefit! 


Specifications for bids on 2,000 individual 
fluorescent units had already been issued. Then 
engineers on this important new plant* dis- 
covered their lighting job could be handled 
more efficiently and economically with 
IVANHOE “50 FOOT CANDLERS”. Very next day 
entire electrical work was done over— new 
estimates made up. These called for a minimum 
of 30 foot candles maintained—5 foot candles 
more than originally planned. They got this 
greater illumination and along with it a net 
saving of $8,000! 


WHEN THE CUSTOMER SAVES MONEY 
->» YOU MAKE MONEY! 
IVANHOE “50 FOOT CANDLER” saves money 
for your customers because it is mot a lighting 
fixture but a lighting system—the first RLM 
Continuous Wireway Fluorescent Lighting 
System providing new higher levels of illum- 


* Name and full details released in confidence on request. 


MILLER 


ination at economical cost. It takes you out 
of competition with fixtures — gives you the 
edge on more jobs and bigger jobs—and a real 
opportunity to work more closely with quali- 
fied contractors for mutual profits. Full details 
in new “50 FOOT CANDLER” Bulletin 1C. Write 
today for your copy. 


IVANHOE “50 FOOT CANDLER™ offers... 


Higher Illumination . . . 30 to 50% Lower In- 
stallation Costs... Easier, Faster Installation... 
Uniform Light Distribution...Clean-cut, Modern 
Appearance... Simplified Maintenance... Allow- 
ance for Future Lighting Needs. 


THE MARK 
OF A COMPLETE LIGHTING SERVICE 


MERIDEN, CONN. 
Pioneers in Good Lighting Since 1844 
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Adventures of Hard Luck Sam 


The First Liar Ain't Got No Chance 


By Coit A. (Duke) Smith 





Dear Phil:— 


[ wish you had been at our last 
Liars’ Club session. I asked Glenn 
Shelley what bait he used that he 
caught so many fish. He said he 
don’t need bait; that, last trip, he 
got sore because nobody had any 
luck. He stood up and hollered: 
“My fra-a-a-nds!’’ and a big pick- 
erel flopped into the boat! Jim 
Mullins and Shi swore it was true. 
Phooie! Coincidence. 

[ told how our boat capsized 
when Otto stood up to land a wall- 
eyed pike. We all swam for shore, 
but Otto floundered and went under, 
pole and all. When it happened 
twice we pulled Otto out on the 
bank, and dog my cats! that fish 
had got inside his pants leg and 
flopped so hard Otto couldn’t swim! 
Dutch Shriver said a game-warden 
caught him with an out-of-season 
bass and was going to pinch him. 
But Dutch told him: “I’m fishing 
for perch and that damn bass was 
taking all my bait, so I hung him 
there out of mischief. I got enough 
perch now so I'll throw him back.” 

Maurice Lemon said: “I forgot 
my minnows one day and was stand- 
ing on the bank cussing when a 
ripple came tearing in and a fine 
bass shot out at my feet. He had 
a six-inch perch stuck in his throat, 
choking him to death. I grabbed 
the perch and threw the bass back— 
[ wouldn’t take advantage. I cut 
the perch up but quick as I would 
cast, something took my bait. I 
kept on, getting madder than sin. 
When the last piece was gone that 
bass swam up, spit all those hunks 
of perch on the bank and said: 


dt 


‘Some fun, eh, Morrie? Let’s start 
over!” 

Fred Reck said: “This is child’s 
play! While gigging in the Mera- 
mec I missed a big catfish. He 
grabbed my spear and broke it off. 
I was so mad I ran him three miles 
downstream. I found him among a 
flock of other catfish, dove in and 
got him with my hands.” Heinie 
Stock asked disgustedly : ““How did 
you know him from the rest, Fred? 
[ suppose he still had the spear?” 
“No, Heinie,” laughed Reck, “But 
he was the only one that was 
SWEATING!” 

I lost the prize and got the idea 
of lying for an order. A music 
school wanted some massive fix- 
tures that would provide real at- 
mosphere for a new recital hall. 
Little Sammie had the answer in 


some four-chain monstrosities we 
had so long they carried a sweet 
bonus. I had to do the selling; all 
the contractor wanted was his cut, 
because Gazelli, the maestro, was 
one of those maniacs who would 
leap on you and start chewing at 
the drop of a hat. 

Cal Underwood, of Cosmopolitan, 
my only competitor, had a sample 
hung when I delivered mine. His 
was a sleeper too—sort of an in- 
verted Turkish mosque, trimmed 
with spiral fire-escapes and studded 
with silver man-hole covers. Mine 
was worse, and when [I called the 
maestro in, he started screaming 
and biting his arms. I held him and 
started lying. For 20 minutes I 
metal, 
glass made by the sixth generation 


raved about hand-worked 


of experts, prisms ground by dia- 


mond cutters, wrought bronze 
chains like they used on Spanish 
prisoners, etc., etc., etc. I told him 
that, under these lights, Yankee 
Doodle would sound like the Moon- 
light Sonata. At last he began to 
eat it, and when he said to leave the 
sample up, I knew I had him. 

I did have him, but up jumped the 
Devil, and it took an autopsy to 
show what I died of. They were 
going to buy my chandeliers all 
right, but before Gazelli could get 
hold of Underwood, that sneaking 
heel found it out from the maestro’s 
Girl Friday. He thinks fast and a 
curve is born. He calls Gazelli and 
don’t give him a chance to talk— 
just slobbers into the phone that 
he’s broken-hearted, but he _ finds 
that his fixtures are imported; 
smuggled in via Mexico for a mil- 
lionaire who died before his mansion 
was ready. They are worth three 
times what Cal quoted and he will 
have to take his sample and call the 
deal off unless he can substitute 
something else! 

Ha! Ha! Ha! Tell any customer 
he got the best of you and you 
want to welch! The only way Cal 
can get his sample is over the 
maestro’s corpse, and furthermore, 
if Underwood don’t come through 
with the rest of the installation 
Gazelli will have more law on him 
than Charles Evans Hughes ever 
read. That’s catching a pat straight, 
then some louse draws four cards 
and lays down a flush! 

If you ever lie for an order, Phil, 
let the other guy go to bat first. 

Yours for truth serums, 


Sam. 
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FLUORESCENT UNIT 





Fluorescent show window lighting units 
incorporate two asymmetric reflectors, 
which direct light on display area. Five 
foot size utilizes 60 in. fluorescent lamp 
in each of the reflectors, three foot size 
mounts four 36 in. lamps. Provision has 
been made for recessing into the ceil- 
ing, also for installing units end-to-end 
in continuous lines, or side by side. Cur- 
tis Lighting, Inc., Chicago, Ill. 
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FLUORESCENT LAMP 
A 36 in. fluorescent 
lamp for general light- 
ing, is rated at 65 watts, 
is available in 3500- 
degree white and day- 
light. Employs a tubular 
bulb 2!/g in. in diame- 
ter. General Electric 
Co., Nela Park, Cleve- 
land; Westinghouse 
Elec. and Mfg. Co., 
Bloomfield, N. J.; Hy- 
grade Sylvania Corp., 
Ipswich, Mass. 





AIR CIRCULATORS 





Line of air circulators, furnished in low 
stand, wall mounting and pedestal mod- 
els, are equipped with 3-speed control 
and Roto-beam propeller. "U" bracket 
permits vertical and horizontal adjust- 
ment. Finished in chrome plate and 
porcelain enamel. Low stand model illus- 
trated furnished in 18 in., 20 in. and 24 
in. blade size. High pedestal models up 
to 36 in. Rotobeam, 3300 Indiana Ave., 
Chicago, Ill. 





CLOCK 





Illuminated dial self-starting electric 
clock, model IL-1215, for business estab- 
lishments, has a 15 in. dial, illuminated 
by two 25-watt lamps. Total current 
consumption only 46 watts. Other fea- 
tures are special switch for the lamps, 
pendent reset, self-starting movement, 
and sealed-in-oil rotor unit. General 
Electric Co., Bridgeport, Conn. 
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BUS CABLE TAPS 





Connectors for use with square tubular 
bus, Type N2QTT. Illustration shows 
double cable tap joining two 500 MCM 
cables to 3 in. square tube, concentrat- 
ing pressure on rounded corners of the 
square tube. Type N2QTT connector 
and other types of square tube connec- 
tors are available in a range of sizes 
and conductor combinations. Burndy 
Engineering Co., Inc., New York, N. Y. 


when «9 WHOLESALER’S SALESMAN 


mention 






























Assembly Benches 
Test Racks 


Work Lights 
Drafting Rooms 


Electric Tools 


Appliances 


Offices 
Etc. 


SELL TIME SAVINGS... 
EASY INSTALLATION... 
QUICK ACTION to busy 
defense industries 
PLUGMOLD is easily and 


quickly installed . . on the sur- 
face .. . with fittings that con- 
nect to existing wiring or other 
Wiremold Systems. In most 
cases normal work need not be 
interrupted during installation. 


PLUGMOLD 


is different 


There is no other system exactly like 
PLUGMOLD, with its important advan- 
tages of plug-in-anywhere convenience, 
COMPLETE flexibility in number and 
location of outlets . . . ability to ADD 
or RELOCATE outlets at will, or to re- 
place any outlet that may fail in service 
without replacing the entire outlet strip. 


Sell these great PLUGMOLD advantages NOW. 
Meet the need for “MORE OUTLETS for MORE 
OUTPUT" that faces practically every manufacturing 
establishment in your territory .. a wide open business- 
building opportunity for smart Wholesalers’ Salesmen 
and contractors everywhere. 


Write or wire for PLUGMOLLD literature and samples. 
THE WIREMOLD COMPANY, HARTFORD, CONN. 





PLUGMOLD 


CARRIES CURRENT TO WORK 





PLUGS AND RECEPTACLES 








Line of heavy duty plugs, receptacles 
and cord connectors for use with 
portable electrical equipment is ap- 
proximately the same size as standard 
attachment plugs and receptacles, but 
embodies heavy duty design of the com- 
pany's larger units. Comes in 2, 3 and 
4 pole types, rated 10 amp., 250 v. or 
15 amp. and 125 v. Pyle-National Co., 
1334 N. Kostner Ave., Chicago. 
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FLUORESCENT LUMINAIRE 





Fluorescent Luminaire, 2-FPR-100, em- 
ploys two 100 watt, 60 in. white or day- 
light fluorescent lamps, is made for 
general and supplementary high-level 
illumination in industrial or commercial 
areas. Fixture consists of hood, reflector, 
lamp holders, starting device and ballast 
equipment. Direct or diffuser type. 
Westinghouse Elec. and Mfg. Co., Light- 
ing Div., Cleveland, Ohio. 
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SOLDERLESS HANDI-LUGS 





Solderless Handi-Lugs come in five sizes 
(30-60, 100, 200, 400, 600 amp.). Cover 
a range of wire sizes, solid, strand or 
flexible, from No. 14 to 1,000,000 CM 
single bolt hole. Has opening for check- 
ing, that cable is inserted deep enough 
into lug to make full contact. The Trum- 
bull Elec. Mfg. Co., Plainville, Conn. 
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FLUORESCENT UNIT 








Model No. 2052 fluorescent fixture for 
kitchen, uses two T-12, 20 watt, 24 in. 
fluorescent lamps. Is equipped with fit- 
ters for attachment to any standard 4 in. 
or 6 in. kitchen holder, operates on 110 
to 125 volts, 60 cycle, a.c. Mitchell Mfg. 
Co., Chicago, Ill. 
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REFLECTOR LAMP 








A 200-watt R-40 reflector lamp may be 
had in either spot or flood type. Em- 
ploys high-efficiency filament, built-in- 
reflecting surface, bell-shaped bulb with 
nearly flat end. For indoor use. Gen- 


eral Electric Co., Nela Park, Cleveland. 
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WIRE STRIPPER 








Electric wire stripper is designed for 
rapid stripping of cotton, silk, or rub- 
ber coverings from fine stranded or 


solid conductors. Burning of insulation 
by two electrically-heated, blunt blades 
eliminates possibility of cut strands, 
nicked wires. Distance between blades 
adjustable for diameter of conductor. 
Standard unit 110-120 volt, 50-60 cycle, 
a.c. Ideal Commutator Dresser Co., 
Sycamore, Ill. 
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RUBBER COVERED POWER CABLES e BUILDING WIRE 


CRESCENT ENDURITE SUPER - 








CRESFLEX NON-METALLIC SHEATHED CABLE e SERVICE ENTRANCE CABLE e MAGNET WIRE e BARE WIRE 


oe 


HELPS INDUSTRY ik! 





CRESCENT ENDURITE CABLES 
for Light and Power Types RH and 
RHL Meet Federal Specifications 


JC-106-A, JC-121 





CRESCENT makes all types of cables 


to meet every requirement. Some 
of these are: 


@ RUBBER POWER CABLES 
@ BUILDING WIRE AND CABLE 
@ PARKWAY CABLES 


CRESCENT INSULATED 


@ VARNISHED CAMBRIC CABLE 
@ CONTROL CABLES 
@ PORTABLE CABLES 


CRESCENT 


WIRE and CABLE 


Factory: 


TRENTON, N. J.— Stocks in Principal Cities 


Jobber Co-Operation — A Permanent Policy 
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FAN for u 












volts 
ee pere: 
Modern Wiring Methods make . 
chine 
it easier to sell ne 
he A T R O B E ig 
WIRING Power-Aire model oscillating desk- 
No. 330 LATROBE TOM THUMB UTILITY bracket electric fan, No. 16A3, has 16 
OUTLET—For use in wood installations SPECIALTIES re wide-area blades. Streamlined styl- 
and other locations free from moisture ing. Power-Aire models in gunmetal 
or mechanical injury. gray. Pacemaker models in mahogany 
@ Today, the strict wiring regulations brown. Westinghouse Elec. and Mfg. 
in force throughout the country demand Co., Merchandising Division, Mans- Inc 
the best in technique, equipment, and field, O. me 
particularly wiring fixtures and spe- tur! 
5 ——— j i ini hen writin use 
cialties—a salient point that definitely ee ci’? WHOLESALER’S SALESMAN 50t 
indicates an easier method, a better 
way to encourage and increase the red 
sale of LATROBE products. For, each ing 
item bearing the LATROBE trademark PUSH BUTTON STATION the 
is built to the highest standards of die 
No. 252-R TWO GANG BOX—Adjust- quality in regard to materials... each Ne 
abie Floor Box with No. 208 Receptacle is designed to meet the most rigid “ 
in one section. Cover plates have 1/2” specifications laid down in the wiring * 
ana 2” flush brass plugs. code ... every product is completely 
flexible as to use and long lived as to 
operation. These are benefits you can Al 
sell to the user . . . and to the con- 
tractor or electrician, stress LATROBE’s 
ease of installation .. . emphasize sav- 
ings that are available through the use 
of one box for many varied outlets. 
Get behind these numerous LATROBE 
Floor Box and Wiring Specialties. Push 
their sales for up-to-the-minute wiring 
systems. They'll fill the bill adequately, 
No. 284 DUPLEX RECEPTACLE NOZZLE and result in new customers and sales No. 202 push button station, for surface 
—Compact and neat. Available with that bring you added profits. Write for mounting, has cover of heavy molded 
= or %" brass pipe extension. Also our latest literature and a copy of our phenolic with a guard ring raised to the 
atrobe Duplex Telephone Nozzles. distributor plan. full height of start button to prevent 
accidental operation. Vertical and hori- 
zontal mountings are available. Base has 
RIN 0. two mounting holes in opposite corners. 
Colt's Patent Fire Arms Mfg. Co., Hart- 
LATROBE A. ford, Conn. 
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LATROBE ADJUSTABLE WATERTIGHT FLOOR BOXES 


MERCURY MIDGET SWITCH———— 








No. 120 Box with No. No. 140 Box with No. 


No. i Box with No. 
206 Stem Nozzle 206 Nozzle 





These Underwriters’ Approved boxes, with 31” and 4!/,” round cover plates, are suit- ° a ~ 
able for installation in concrete floors or in wood finished concrete floors. They’re 
quickly and easily installed. Tops of boxes cre ecsily adjusted to set flush and level 
with floor surface. 


Measuring 7/16 in. long by % in. diam- 
eter, Mercury Midget Switch is designed 
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for use in low voltage circuits up to 25 
volts a.c. or d.c., currents up to 10 am- 
peres at 6 volts, 3 amperes at 25 volts. 
For thermostat circuits, pin game ma- 
chines, indicator circuits, etc. Littlefuse, 


inc., Chicago, Ill. 
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HIGH WATTAGE LAMP 





Incandescent lamp for industrial, com- 
mercial or domestic applications, fea- 
tures a hard glass bulb which permits 
use of standard medium screw base on 
500-watt lamp, also makes possible a 
reduction in overall dimensions. Accord- 
ing to manufacturer, can withstand 
thermal shocks when used outdoors. Ra- 
diant Lamp Corp., 383 Sherman Ave., 
Newark, N. J. 


vimentaon » WHOLESALER’S SALESMAN 





AIR CIRCULATORS 














Floor pedestal type air circulators are 


available in 24 and 30 in. sizes. Adjust- 
able from 5 to 8 feet from floor. Rubber 
mounted, ball bearing capacitor motor 
operates on 115 volt, 60 cycle, a.c. 
Blades are semi-wide and balanced. 
Delco Appliance Division of General 
Motors, Rochester, N. Y. 


wren ~-'oe WHOLESALER’S SALESMAN 





pril 1941 — WHOLESALER’S SALESMAN 


| like to install these 
GOODRICH FIXTURES 


“In the first place, their patented fittings and me- 
chanical features make Goodrich fixtures easier 
to install. They go together right—work right— 
stay right. That simplifies maintenance, too! 

“Whatever kind of job I have in industrial 
illumination, Goodrich has the proper fixture to 
answer it. The line’s complete . . . it includes all 
R.L.M.-approved fixtures as well as many styles 
for special purposes—fixtures I can’t get anywhere 
else. And they all conform with recognized 
standards. 

“When I run into a tough problem, Goodrich 
illuminating engineers are quick with the help I 
need. And I find that once Goodrich fixtures are 
on the job, I’ve made another satisfied customer. I 
guess that’s why more and more concerns are 
specifying Goodrich. The word must be going 
’round!” 

Literature is available on all Goodrich fixtures. 





Fivorescent Fixtures 


b 


ELECTRIC 


aoe oe ee A. .4 &% =) ge mee 
GENERAL OFFICES AND FACTORY: 4610 BELLE PLAINE AVENUE, CHICAGO, ILL. 





SOLD ONLY THROUGH ELECTRICAL WHOLESALERS 


OODRIC 


COMPANY 















































Diskonect Detachable 
Reflectors 


\ 
/ 











Reflecto Floodlight 





No. 77 
Standlite 


ee & | &s3 
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AND THEN- 


















YEs, when a new defense plant is completed 
—kilowatts must be instantly on tap! 


And that calls for the best efforts and close 
cooperation of electric light and power com- 
pany, consulting engineer, contractor, whole- 
saler, and electrical product manufacturers. 





Although faced with the urgent and ever-in- 
creasing demands of not only the Government 
but of every branch of industry, as well—Roeb- 
ling is striving to the very limit of its resources 
to meet this emergency. 


Roebling plants are operating day and night— 
at full capacity—to satisfy the unending need for 
high quality electrical wires and cables. 




















ROEBLING 


ELECTRICAL 
WIRES «> CABLES 


JOHN A. ROEBLING'S SONS COMPANY sewttsey 








Bronches in Principal Cities Export Division: 19 Rector St., New York, N.Y., U.S.A Cable Address: ‘‘Roebling’s’’, New York 


FLUORESCENT UNIT 





Permaflector Fluorescent Luminaire 
SF-648, a  direct-indirect suspension. 
mounted type of unit for commercial 
applications, is available for installation 
of 40 watt, 48 in. fluorescent lamps. 
Each luminaire consists of two or more 
trough reflectors joined adjacently into 
a one-piece housing. Pittsburg Reflector 


Co., Pittsburgh, Pa. 
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PUSH BUTTONS 











Line of screwless front push buttons, of 
which "Eagle, No. 630, (left) in step 
with the great popularity of the ‘'‘patri- 
otic” theme, is styled for Colonial or 
Early American doorways. ‘Oval’, No. 
631 (right), is available for more formal 
Colonial and Georgian doorways. These 
push buttons are adaptable for interiors 
as well as doorway installations, insulated 
with impregnated moisture-resistant in- 


sulators. Edwards & Co., Norwalk, Conn. 
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FLUORESCENT TESTER 











"Daco" Fluorescent Senior locates de- 
fects, and tests fluorescent fixtures from 
15 to 100 watts, a.c. or d.c. Also 
equipped to test lamps and all auxiliaries 
before assembled in fixture or after re- 
moval from fixture. The Dayton Acme 


Co., 2339 Gilbert Ave., Cincinnati, Ohio. 
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Association Doings 


FRENCH LICK, IND.—On the 17th 
and 18th of this month the Lake Michi- 
gan and Missouri Valley Clubs will 
hold their annual spring meeting at 
the French Lick Springs Hotel. 
Purely informal with “No By-Laws, 
No Dues, No Minutes,” all electrical 
wholesalers and manufacturers are 
members, all are welcome. Discussions 
take place in the mornings, with golf 
on the docket for both afternoons. Ar- 






















































ni rangements have been made to assure 
ciel the ladies plenty of entertainment 
— while the men are busy. For details, 
ps. contact A. J. McGivern, 600 W. Jack- 
ore son Blvd., Chicago. 
nto 
Sn DENVER, COL.—Last month the 
Engineering Division of the Rocky 
Mountain Electrical League held a 
N two-day conference at the Shirley- 
Savoy Hotel. Topics discussed in- 
— cluded Safety, Adequate Wiring, 
Overhead Systems, Street Lighting, 
Plant and Equipment Modernization. Backed by approval of leading laboratories and built 
Exhibits were staged in conjunction to conform to the high standards set by Chicago 
with the conference. Transformer itself, Chicago approved Ballasts are an 
CHICAGO, ILL.—Last of the pro- assurance of better fluorescent lamp performance 
gram-tea series by the Women’s Di- , =a guarantee of customer satisfaction. Laboratory ' 
vision of the Electric Association was tests against standard reactors for heat tolerances, " 
a cooking demonstration on April 8 Watt delivery control, hum requirements, starting 
at the Lighting Institute. Miss Eleda time .”.. and for wave shape tolerances to. minimize 
. Nourie of Westinghouse conducted radiointerference, are all aimed at creating satisfied 
7 the demonstration, She also showed _ rs for you when Chicago ballasts are used in 
or wad gen gprs in i fs sie hy fence | installations, Illustrated are double 4Qand starting 
°. desserts. _ compensator certified by E.T.L. Other numbers will 
al | be certified as produced. Write for new price list 
" NEW . YORK, N. Y.—NEMA has | | 
- issued a 48-page book outlining de- | 
* tails of its plans for the current year. 
Seventy-one individual projects are : 
n. . ° 
on the schedule, with considerable 
] emphasis scheduled for assistance and 
cooperation in the National Defense 
* Program. 
> KANSAS CITY, MO.—High point 


of the Electric Association’s regular 
luncheon meeting last month was a 
talk by Major Robert W. Reed, Mili- 
tary Commentator of the Kansas City 
Star, whose topic was “War Develop- 
ments and How They Affect Us.” Up 
to the end of February, 59 certificates 
for Red Seal Adequately Wired 
Homes were issued, as against 50 in 
the same period last year. 


BUFFALO, N. Y.—Under the spon- 
sorship of the Electrical Association 
of the Niagara Frontier, a five-session 
Code School is now in operation. First 
session, addressed by Victor H. Tous- 
ley, secretary of I.A.E.I., took place 
March 21st. Last evening of school 
is the 17th of this month. The school 
offers a fine opportunity for electrical 
men to become familiar with all 
phases of the Electrical Code, as the 
entire course is free if all five sessions 
are attended. The Niagara-Frontier 
Civic Club is the meeting place. 
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BRIEGEL METHOD 


Production Now DOUBLED! 





Yes, we'll admit that your orders 
for the BRIEGEL METHOD fittings 
flooded in on us far faster than we 


anticipated. 


And NOW. 


Production facilities have been 





doubled . . . a complete battery of 
new, automatic machines is in 
operation. We're very grateful for 


the patience of our Jobber and 


Patents - - Pending 
“Underwriters Laboratories 


Contractor friends. Aapreved ty 


The M. B. AUSTIN CO. Distributed by: 





NATIONAL ENAMELING 
& MFG. CO. 





Chicago, I. CLIFTON CONDUIT CO. The STEELDUCT CO. 
TRIANGLE CONDUIT & Jersey City, N. J. Youngstown, Ohio Pittsburgh, Pa. 
CAB , ; GENERAL ELECTRIC CO. ENAMELED METALS CO. CLAYTON MARK & CO. 
Eimhurst, New York City Bridgeport, Conn. Pittsburgh, Pa. Evanston, It. 


BRIEGEL METHOD TOOL CO., Galva, Illinois 








Signal's 1941 

fans embody 

the ultimate 
in Design- 


Quality-Price 





Each fan is generously endowed with the eye-appeal that com- 
mands attention, with important features that rate them real 
values. And, all are in the 


popular price brackets. SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
Offices in all principal cities 

















Thompson Heads 
Ansonia Sales 


Tilden Thompson, who has_ been 
with Ansonia (Conn.) Electrical Co 
for the past 24 years, now has charges 
of sales for that company. During 
of these years Thompson devoted 
time to selling, so is well acquaint 
with wholesalers and their customers 
in many sections of the country. 


Rockford Universal 
Moves 


ROCKFORD, ILL.—An_ever-i 
creasing amount of business has mack 
it necessary for the Rockford Unive: 
sal Electric Co., wholesalers of this 
city, to move into larger and improved 
quarters. The new location, at 323 
325 S. Main St., covers about 28,000 
square feet and is completely modern 
ized throughout. The office is lighted 
with recessed fluorescent lighting, tw 
new electric elevators have been in 
stalled, and air conditioning has been 
established throughout. 

In order to serve more effectively 
the company’s customers, who are 
located throughout 9 Mid-Western 
states, C. R. Robbel, president, an- 
nounces that 2 new outside salesmen 
have been added, Joe Geraghty, an 
old-timer in the electrical business; 
and K. H. Hankins, formerly with the 
Central Illinois Electric and Gas Co 


’ . . 
Canfield Entertains 
KINGSTON, N. Y.—Several weeks 
ago Canfield Supply Co., wholesalers of 
this city, held a dealer meeting, ex- 
hibit and dinner at the Hotel Governor 
Clinton. W. C. Kingman, treasurer of 
Canfield, and M. E. Angell, assistant 
manager, were the hosts to more than 
175 dealers and utility men. Among 
the products exhibited and discussed 
were Universal, appliances, Stewart- 
Warner refrigerators, and Goulds 
electric water systems. 


Share Responsibility 


A new executive set-up at Schwarze 
Electric Co. puts the responsibility for 
management of the business in the 
hands of an Executive Committee 
composed of P. C. Reck, president; 
L. J. Stern, chief engineer; A. A. 
Schuhler, sales manager; and L. V. 
Roughan, secretary-treasurer. 

H. M. seery, formerly secretary, 
treasurer and general manager, has 
severed his connections with the com- 
pany to enter into other work. 
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Stack: Soll 
MONARCH 


MON-O-LAG RENEWABLE 


rU ALS 


® Electrical Whole- 









DEMONSTRATION by Sales Man- 
ager Edward E. Felker (left) and 
Factory Manager John Ludwig of Re- 
flectors, Inc., Philadelphia, to show 
the removable feature of their latest 
fluorescent unit. Felker is a relative 
newcomer to that organization, was 
with Efcolite previously. 

















salers — stock and 
Ls sell MONARCH 
“Must Reading —— Mon-o-lag Renew- 


[wo booklets that are important to 









+] ie gE , able Fuses and sup- 
the wholesaler’s salesman who sells 


fluorescent lighting, as added ammuni- | 
tion in doing a better sales job, are put 
mut by Fleur-O-Lier Manufacturers, 
Cleveland, Ohio. They are “The Cer- 
tied Fleur-O-Lier” and “50 Stand- 
rds for Satisfaction.” 







ply your customers 






with the best. 








MONARCHS cost no 






more, yet make you 


New Location Boosts ; q a 2 extremely favor- 
Appliance Sales able profits. They 


TULSA, OKLA.—A fifty per cent 


nerease in appliance business is cred- REN . 
ited by R. A. Almond, sales manager tw Underwriters Labo- 


4 the Clark Electric Co. to a change nL ; 
n address from an_ out-of-the-way CS = ratories and comply 
location to quarters in a well-trafficed eas “ 
district. Twice the size of the old MONARCH FUSES 
building, the new quarters prove the lAMESTOWN:” 
ixiom that a good location is good 
ulvertising. MON-O-LAG 
Clark Electric has recently taken on eden us will bring you 
the Cutler-Hammer line in addition to 
Square D, also taken on are Universal ‘ details of our dis- 
ind Hamilton Beach lines. 5 






are approved by 











with Federal Speci- 







fications. A letter to 









tributor plan. 









(-H Moves Office 


INDIANAPOLIS — Reflecting the 
sharp upswing in industrial activity, 
the increased demand for control MONARCH FUSE CO INC 
equipment has _ necessitated Cutler- * * 
Hammer moving its sales office here 1909 ESTABLISHED 1909 

to larger quarters at 241 N. Pennsyl- 


vania St. Head man is G. E. Hunt, JAMESTOWN * 8 n'a On .e 4 


been with 





















sales engineer, who has 
the company 20 years. 
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A WEATHERPROOF 
SWITCH and OUTLET 
COMBINATION 
for Single Gang 
Installation 








Cat. No. 4526 


A thoroughly weatherproof 
installation in half the space 
usually required. 


10 Ampere T-Rated Single 
Pole Switch—may be inter- 
changed with other P&S- 
Despard switches in your 
stock for D.P., 3-W or 4-W 
installations. 





Convenience Outlet has con- 
tacts which grip both sides 
of cap blades. 


Each device sealed with 
cover and plate gaskets. 


Switch and outlet conform 
to Federal Specifications 
W-R-893 and W-R-151. 





Catalog on Request 





Pass & Seymour, Inc. 
SYRACUSE, N. Y. 

















BIRTHDAY PARTY, a 
one candle. 
first 


Institute in Bridgeport on February 


cake, and 
Occasion was to celebrate 
birthday of General Electric’s 


28th. Here Vice President H. L. 
Andrews serves the first piece of cake 
to Mary Margaret McBride, writer 
and radio personality, who was guest 
of honor at the luncheon. Since the 
Institute was opened, more than 
18,000 guests have visited there. 





Making Fluorescents 
The 


been 


has 
manufacture of 
and strip-type 


Electrical 
organized for 
industrial 


Robert Corp. 


commercial, 


fluorescent fixtures. Located at 266 
Merrick Road, Lynbrook, L. L, N. Y., 
the pla nt is equipped with modern 
| machinery for the production of 
standard, as well as special design 
fluorescent units. General offices are 
at 108 Crosby St., New York City. 
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President of the company is Robert 


L. Simon, Jr., son of “Bob” Simon, 
well known New York electrical 
wholesaler who heads Metropolitan 


Electrical Distributors. 


New GE. Distributors 


The John B. Varick Co., Man- 
chester, N. H., has been appointed 
a distributor for General Electric 
heating devices, while O’Bannon 


Rock, Ark., has taken 
Deltabeston wires 
insulating and wiring ma- 
as well as the complete line of 
appliances 


Brothers, Little 
on the company’s 
and cables, 
terials, 


To Make Fluorescents 


CHICAGO—The Garden City Plating 
and M; ae Co. announces the 
establishment of subsidiary to 
be known as the Garcy Lighting Co. 
Its products will be sold under the 
trade name of the “Vulcan” line. Gar- 
i den City engineering and technical de- 


1 new 


WHOLESALER’S 


| TIMES TH 


| Wholesaler" policy 











y Us 


This fuse line has a future. 
The  powder-packed 
element is not interchange- 
able with ordinary “bare- 
link” types. 

|  @ You get all the repeat 
business. 

e@All price competition 

is eliminated. 


e@ Customers get “THREE 
SERVICE" 
because each element 
is custom-built. 


eTRICO'S "Thru the 





protects your profits. 


SELL TRICO 


TRICO FUSE MFG. CO., Milwaukee, Wis. 


In Canada: IRVING SMITH LIMITED, 





Montreal 








T CONNECTORS 


Both Ends Adjustable 





Catalog Nos. T4 to 1201 
For wire sizes No. 4 to 2,000,000 C.M. 
Each fits over moderate range of con- 
ductor sizes. For tap and main of like 
size or different sizes. 
DELIVERY FROM STOCK 
Write for Catalog 3LC 


KRUEGER 
and 


HUDEPOHL 


232-8 Vine St. 
CINCINNATI, 
OHIO 
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partments have worked for some time 
on plans to perfect production methods 
and designs for a popular priced line 
of industrial units. 

The new plant will be 
at 4224 Lincoln Ave., Chicago, is 
equipped with modern production 
machinery and equipment. 


located 


Dominion Expands 


MANSFIELD, O.—Plans for a $60,- 
000 plant expansion are being put into 
effect by Dominion Electrical Mig. Co. 
) provide larger manufacturing quar- 
rs. Construction of a one-story fire- 
proof building will get under way this 
summer on an adjoining piece of prop- 
erty, and changes and improvements 
are already commenced in the present 
plant which involve new interior ar- 
lighting systems and 


ti 
‘ 
+ 
if 


rangements, 
equipment. 

Since the company moved to Mans- 
field in 1935, its number of employees 
has grown from 300 to 600. 


OBITUARIES 


Edward R. Grier 

Edward Robie Grier, chairman of 
the board of the Arrow-Hart and 
Hegeman Electric Co., died suddenly 
on February 11, 1941, at the Fort 
Sumter Hotel, Charleston, S. C., while 
driving to Miami. 

Born at Mount Joy, Pa., 
1, 1869, Mr. Grier was educated in 
Philadelphia schools and became an 


September 


apprentice at the Baldwin Locomotive 
W orks In 1887 he became an elec- 
trical tester at the Marr Construction 
Co., Columbus, Ohio, and was later 
in charge of lighting of the Hoosac 
lunnel In 1895 he became manager 
of the Bryant Electric Co., later formed 
a partnership of Hubbell and Grier 
Lo. Bridgeport. 

Moving to Hartford in 1906, he took 
over the management of the Arrow 
Electric Co. two years later. Since 
1927, when that concern was merged 
with the Hart and Hegeman Mfg. Co., 
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Mr. Grier had been chairman of the 
board. He was also a director of the 
Washington Porcelain Co., the Arrow 
Electric Switches, Ltd., London, and 
Arrow-Hart and Hegeman, Ltd., 
Canada. 


New salesman handling the Eastern 
Texas territory, Clifford Robinson 
moved from position of city counter 
man of the Beckett Electric Co., Dal- 
las, Tex. 


From inside to the outside went two 
GE Supply (St. Louis) men recently. 
J. H. Froussard, formerly at the coun- 
ter, is now a supply salesman in the 
city, and J. A. Meigendt, formerly in 
the office, now has a territory in Cen- 
tral Illinois. 


Jack Neuhauser has joined Mitchell 
Mfg. Co., makers of portable lamps 
and fluorescent lighting equipment, as 
representative in Illinois and southern 
Wisconsin. Neuhauser joins Mitchell 
with ten years of lighting experience 
behind him, coming from Common- 
wealth Edison where he was a lighting 
engineer, then a designer of special 
lighting equipment. 





Paragon Series 300 
Easy TO SELL... . because Paragon 


engineering research and quantity 
production have developed so many 
advantages at a low price. Only two 





exposed gears—others sealed in oil. 
Absolutely dust-proof. Guaranteed for 
20 degrees below zero. Scores of uses. 
Approved by Underwriters. Compact, 
streamlined. Send for a bulletin. 













PARAGON ELECTRIC COMPANY 


Bu ders f 


403 SO. DEARBORN STREET, CHICAGO, ILLINOIS 





Instruments since 













The MOST COMPLETE 


LINE OF 















ALL good types 
—any size. 


With a hinged 
clamp for the main, 
the  Penn-Union 
Type HFM {at 
right, and below) 
is easy to apply. 



















Split sleeve contact 
unit gives permanent grip 
on branch, 

Made for single or mul- 
tiple branch connections. : 

ALSO CABLE TAPS—a ¥ 
complete line of 90° and 
Parallel taps, for one or 
more branches, 














COMPACT and_ POSI- 
TIVE. The Penn-Union Type 
SM gives equal tightening on 
the run and tap. Self-lock- | 
ing, dependable. 








CLAMP TYPE TEES 
for all sizes of tubing 
and cable—a full line. 
Machined contact sur- 
faces. 























MANY MORE TYPES— 
for all combinations. For 
connecting flat bar, run 
or tap, to tubing or cable. 
Also ‘‘general utility’’ tees 
that take a wide range 
of conductor sizes. You 
will find that the Penn- 
Union line has exactly 
what you need. 
FOR ANY CONDUCTOR 
FITTING—tTerminals, Serv- ; 
ice Connectors, Studs, Two- ¥ 
Ways, Ground Clamps—see § 
the THOUSANDS in the § 
Penn-Union Catalog. 

Preferred by the largest users, # 
who have found that Penn-Union § 
on a fitting is the best guarantee 
of Dependability. 


Sold by Leading Jobbers 
Write for Catalog 


PENN-UNION 
ELECTRIC CORPORATION 


ERIE, PA. 


UNION 


Conductor Fittings 


































































































The 


“AUTOPHONE’ 
SYSTEM 
of 
AUTOMATIC 
TELEPHONES 


Designed for Industrial Plants, 
Offices, Institutions and other 
Buildings where speedy and 
efficient communication is re- 
quired. 

¢ 30 and 50 line switchboards 
Completely Automatic 
Quick Dialing 


Secrecy 


Code Call & Conference 
Service 


Low Cost Installation 
No Batteries. 


Write for Bulletin 108 


5S. H. COUCH COMPANY, IN 


NORTH QUINCY, MASS 


Sales Offices in Principal Cities 
Established 1894 





Manufacturers of 
Private Telephones, Fire Alarms 
Bells, Code Call, Apartment Mail 
Boxes, Blake Staples 
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MORE FACTS 
ON PRODUCTS 


| Cable End Sealing Devices—The Ada- 


let Manufacturing Co., 1448 E. 49th 
St., Cleveland makes available a 16- 
page catalog illustrating and describ- 
ing cable end sealing devices. 


Connectors—Catalog J, recently re- 
leased by Sheldon Service Corp., Long 
Island City, N. Y., describes and il- 
lustrates line of electrical conductors 
with 80 pages of diagrams, drawings, 
statistical charts, and technical data. 
Handy catalog type index simplifies 
specification and ordering of any type 
of connector, whether listed or not. 


Electrical Distribution System—Bull 
Dog Electric Products Co., Detroit, 
Mich., has just published bulletin No. 


403 on their enclosed bus bar system 
of electrical distribution for commer 
cial and industrial use, covering 44 


pages of construction details, applica- 
tions, installation photographs, dia- 
grams, layout information, dimensional 
data and technical charts. 


Fittings—Data on the new line of 
RacOlet fittings, part of the Raco All- 
Steel Products group which is made by 
All-Steel-Equip. Co., Inc., Aurora, III., 
is given in a 16 page catalog available 
to wholesalers upon request. 


Fluorescent Fixtures—Descriptive bul- 
letin No. 20, recently issued by Multi 
Electrical Mfg. Co., Chicago, Ill., deals 
with fluorescent fixtures for commer- 
cial and industrial lighting, includes 
functions and applications, illustra- 
tions, and statistical data. 


Photographic Lighting—Wabash Ex 
posure Bulletin, form 732P, gives data 
on flash, flood and color photography 
lighting. Wabash Photolamp Corp. 
Brooklyn, N. Y. 


Push-Button Stations — Descriptions 
and illustrations of features, statistical 
data and dimensional diagrams com- 
prise leaflet No. GEA 3469 on push- 
button stations released by General 
Electric Co., Schenectady, N. Y. 


Reflectors—Dealing with fluorescent 
and incandescent reflectors for com- 
mercial and industrial use, loose-leaf 
catalog No. 18 published by Wilson 


Ill., contains 
illustrations 
specifications, 


Lighting, Inc., Chicago, 
installation photographs, 
suggested 


, : 
applications, 


prices 

Switchgear—Metal-clad switchgear for 
use in steel mills, industrial plants, 
substations, etc., is described in a 15- 
page bulletin No. 32-160 published by 
Westinghouse Elec. and Mfg. Co., 


East Pittsburgh, Pa. 
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ened 


FRIGID 


VENTILATING EQUIPMENT 
EXHAUST FANS 


SHUTTERS ATTIC FANS 
BLOWERS INDUSTRIAL FANS 
AIR CIRCULATORS 





y 
QUALITY 
PRODUCTS 





4 complete line for sales to contractors anc 
industrials, Quality at low prices. Write for 
Catalogue. 





CIRCULATORS & DEVICES MFG. 
CORP. 
a 100 Prince St. 


New York City 4 





NALCO DRITHERM 


Carbcn Filament Lamps 
BEST for Infra-Red Ray Drying 


Get ready to meet industry’s de- 
mands for radiant energy heating 
and drying by featuring Nalco 
Dritherm Carbon Lamps. Ideal 
for drying synthetics, ink, film, 
textiles, blueprints, paper and 
paper products, latex, etc. Get 
your full share of this new profit- 
able business. Write today. 


NORTH AMERICAN 
ELECTRIC LAMP CO. 


1034 Tyler St. St. Louis, Mo. 


NZ 


s 
wv 
ere 











SUPERIOR 
NAIL KNOBS 


Approved by National 
Board of Fire Underwrit- 
ers. Real leather head 
washer; extra heavy cap; 
positive grip wireways; 
new Code _ base; steel 
spring washer; and 12d 
cement coated nail. 


SEND NOW 
literature 
price lists. 


SUPERIOR PORCELAIN CO. 


Box 669 Parkersburg, W. Va. 


for newest 
including low 

















WANTED 


MANUFACTURER'S AGENTS 


To distribute new, competi- 
tive, quality line of approved 
Fluorescent Lighting Fixtures, 
made by concern with 20 
years’ experience in electrical 
manufacturing. 

Please apply promptly giv- 
ing full particulars, including 
lines carried, territory cov- 
ered, and warehouse facili- 
ties, if any. All replies held 
strictly confidential, 

Box No. 41 
c/o Wholesaler’s Salesman 
330 West 42nd St. 
New York, N. Y. 








